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FROM ST. REGIS’ OWN FORESTS 


comes the raw material to be processed, 


and grades, each uniform in its 


consistently high quality. 


ae 


J 





under rigid, step-by-step control, 


into a complete line of classifications 
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ST. REGIS 


SALES CORPORATION 









ONTROLLED ONE 


EVERY BALLERINA fnows that a fine 
performance requires control of ever) 
step. The production of fine paper 
requires the same thing. 


| JEGINNING with the growing of trees in 
) St. Regis’ forests, every step in the 
production of St. Regis Papers is under 


exacting quality control. 


Printers, Lithographers and Converters 
can rely on St. Regis as a dependable 
source for the kind of paper they need— 
with the certainty that all St. Regis papers 


are of uniform high quality. 


St. Regis is regularly supplying many 
large and small paper users throughout 
the country with a broad range of grades. 
Whatever your requirements, you can 
depend on St. Regis for the right 


paper for a better job. 


THE ST. REGIS LINE includes: 


Commercial Printing Papers 

Publication Papers 

Lightweight Catalog & Directory Papers 
Converting Papers 

Specialty Papers 


We've got a 


problem, too... 


Many readers have been requesting back issues 
of Advertising Requirements. But the first four 
issues have been completely sold out 


and we just can’t fill back-copy requests. 


However, we can make sure that you get your 
personal copy of AR each month 

- starting with the forthcoming June issue 
— if you immediately return the new 


subscription order card below. 


But please mail it TODAY 
We'd hate to have to tell you 


“Sorry, the June AR is sold out, too!” 


Please enter immediately my subscription to 


ADVERTISING REQUIREMENTS for 
2 years (24 issues) at $5.00 
1 year (12 issues) at $3.00 
] Payment enclosed | Bill my firm ~] Bill me 


y Name___ Tithe__ 
irm_. 
sStreet___. 1 ieaacaieenincaneaaiciniinianniiis 


Zone___ State__ 


ature of Business-_EEEEEESEOEFSs 


Advertising Requirements 200 €. tinois st., chicago 11 





Next Month in AR 


Do’s & Don'’t’s for Better Engravings 


An AR Industry Survey . . . Engravers from coast-to-coast tell how 
to get better engravings. 


Tiffany Design at Woolworth Prices 
A magazine art director explains cost cutting methods he uses in 
designing covers which can be applied to advertising art. 


Merchandising Pays Big Dividends 


Culligan Soft Water Service dealers tied in with a single magazine 
ad and sales increased 42%. 


Space—The First Essential 
of Good Typography 


A leading typographer explains the importance of space in advertising 
typography. 


The Growing Importance 


of Screen Process Printing 


One of the youngest printing processes is blossoming forth as a highly 
important factor in advertising production. 


Rear Screen Projection 
Solves Carling’s TV Problem 


A brewer needed a series of TV spots in a hurry and had a limited 
budget. Both speed and economy were accomplished through the 
of an increasingly popular production technique. 


FIRST CLASS 


Permit No. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in the United States 
—POSTAGE WILL BE PAID BY— 
Advertising Requirements 

200 EAST ILLINOIS STREET 


CHICAGO 11, ILLINOIS 
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vertising material meving from the gravure-service 


; ...there is an ever-flowing stream of rotogravure ad- \ 


and Sunday newspaper supplements. 


= 
houses to the printing plants of national magazines & 

( To produce this year-round volume of gravure ma- = 
» terial takes ability and skill, At INTERNATIONAL \ 
COLOR GRAVURE and at its affiliate, SUPER- 

TONE, (for monotone gravure) you will find these 
, qualities, because both companies are owned by men o 
8 who also operate the production facilities. Every job ] 
that comes into the plant is the concern of the prin- 
2 cipals of the company—men who have grown up = 
2, ; with the gravure industry and are vitally concerned - 


e with the perfection of their product. 


>, - 


K 
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It is important to you to have such individualized at- 
tention given to your rotogravure needs. For your 
next job, call in one of our representatives and dis- 
cover the benefits of our service. 





39 West 60th St., New York 23, N.Y. Telephone Circle 5-8750 
SUPERTONE, INC. 
480 Lexington Ave., New York 17, N. Y. Telepnone PLaza 3-9468 
Sales Offices: PHitapetpHia — Widener Building . Los ANGcetes —122 Glendale Boulevard 
Phone: Rittenhouse 6-2161 Phone: MAdison 6-460] 
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for National Advertising, a new department has been added to 
our regular agency service: PROOFING and PRE-PRINTING 


PROOFING 4 step service 


Negative and Positive Processing 


AVERAGE Cylinder Engraving 
MANUFACTURING TIME 4-Color Web Press Proofing 
15 WORKING DAYS Agency check of proofs or reproofs 


for final okay 


PRE-PRINTS Pre-Prints are made from your National 
Ad Proof Cylind d be ordered 
FOR MERCHANDISING r ylinders and can be ordere 


in any quantity. All Pre-Prints are 
proofed rapidly and economically. 


available | New Brochure, 
“Four Steps To Better Gravure Service.” 


Write for your copy—no obligation. 
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That remarkable decision of the Supreme Court 
on the subject of bogus type in newspaper shops 
raises a whole series of questions about feather- 
bedding in the graphic arts industries. 


We would like to feel that this subject, so 
important to workers as well as employers, could be 
discussed in a business journal like Advertising Re- 
quirements without running the risk of getting a 


truckload of brickbats right through our editorial 
windows. 


Let's face it-—-every process in advertising 
production is highly competitive with some other. 
There are even advertisers who find they can deliver 
their messages to consuming markets without using the 
printed page as the medium. Consequently the very 
fact of employment itself is involved in operating 
service industries so as to deliver full value to 
the customer for every dollar of expenditure. 


The printer, the typographer, the photo- 
engraver and everybody else in supply fields serving 
advertising are in keen competition with some other 
kind of process or service for the advertiser's 
dollar. The employer is merely the sales manager of 
the workers who turn out the products and services 
which advertisers buy. 


The sales manager for an industrial group has 
to charge more to make up for bogus type and equiv- 
alent uneconomic practices in industry. The more 
he charges, the less competitive he and his group 
become—more vulnerable to economic pressure from 
other types of service. 


This sounds so simple to us that we wonder 
why union leaders and management men don't sit down, 
put their heads together, and agree that it is short- 
Sighted and eventually suicidal to build up industrv 
practices that are uneconomic, wasteful and costly. 
"Give the customer a dollar's worth of value for 
every dollar of expense," Should be the slogan of 
everybody serving the advertising field. 


Don't you agree? 
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G. D. Crain, Jr. 
Publisher 
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Advertising 


QUALITY CONTROLLED 


COLOR PROCESS 


© black & white 
®@ color process 
for letterpress reprcduction 


Chicago's largest fine photoengraving plant... eileen 


JAHN & OLLIER ENGRAVING COMPANY 


817 West Washington Blvd., Chicago 7 +* MOnroe 6-7080 
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If you have 16-page, two-color 
81/2 x 11” booklets (or 32-page 
two-color 51/2" x 81/2'' booklets 
in quantities of about 100,000, 
the savings on this modern auto 
matic equipment really show up 
Send a dummy for an estimate 
and see for yourself 
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This AVALANCHE of REQUESTS for 


SUPPLIERS’ LITERATURE 


shows how effectively 


ADVERTISING REQUIREMENTS 


Reaches and Serves the Actual Buyers 


of Advertising Materials 


and Services! 


Never before in more than 35 years of publishing expe- 
rience have we seen anything like it—the first issue of a 
publication pulling more than seven thousand requests 
for suppliers’ literature in the first sixteen days after 
mailing. There’s no telling, of course, what the total will 
be. (As this goes to press, it is over 10,000.) 

We expected a response, to be sure. But, frankly, we 
were not prepared for any such avalanche of reader- 
reaction as this. It shows that we were even righter than 
we realized in the unique editorial structure and un- 
duplicated circulation pattern of this new and different 
advertising publication (devoted exclusively to produc- 
tion, promotion, and merchandising) . . . and it shows, 
too, that the scores of alert advertisers represented are 
getting a bonus of reader-interest far beyond anything 
anticipated. 

It’s logical, though—for never before have the art, 
promotion, production, and merchandising men had a 
publication devoted exclusively to their specialized in- 
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if YOU are in any of these fields .. . 
Paper Signs and Identification Materials 
Printing and Binding Audio and Visual Aids 
Premiums, Prizes, and Specialties Direct Advertising 
Shows and Exhibits Art and Photography 
Sampling and Couponing Photoengraving and Platemaking 
Typography and Layout Window and Store Displays 
Labeling and Packaging Professional Services 
Radio and TV Production 
Your advertising belongs in 
ADVERTISING REQUIREMENTS 
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terests .. . never before has there been a medium specifi- 
cally departmentalized to serve solely as a vehicle for 
the promotion of suppliers and services. 

The terrific response to “AR” shows clearly that this 
specialized book is a powerful instrument for reaching 
and rousing the buying power of the advertising business 
as it relates to products, services, and supplies. As 
Wesley Aves, in ordering seven subscriptions, wired us 
from Grand Rapids: “CONGRATULATIONS SUM- 
MA CUM LAUDE, ADVERTISING REQUIRE- 
MENTS IS THE FIRST PUBLICATION IN YEARS 
TO MEASURE UP TO PRE-PUBLICATION PROM- 
ISES. YOU HAVE SURPASSED YOURS, DOING A 
MUCH NEEDED JOB SUPERBLY.” If you haven't 
seen the facts about “AR” yet—if you haven't heard the 
whole exciting story of the selling job it can do for you, 
write, wire, or phone our nearest office today. 
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READERS WRITE 











An Index for AR 


e ... While I am sure that you have 
thought of it, 1 hope that periodically 
you will be printing an index to the 
editorial material published in the 
book. Our production manager, art 
director and several of the account 
executives have expressed the 
thought that AR will come in very 
useful as a_ reference source of 
material from time to time. 


RicHarD C. CHRISTIAN, 
Director of Media & 
Research, Marsteller, 
Gebhardt & Reed, Inc., Chicago 
Such an index as Mr. Christian re- 
quests is definitely in the works. It 
will be published semi-annually. .Ed. 





Answers for Mr. Palaith 


e Mr Herbert E. Palaith’s letter in 
your March issue can be answered 
as follows: 

1. Join the Point of Purchase Ad- 
vertising Institute and secure from 
its secretary detailed information 
and data concerning professionally 
installed displays. 

2. Contact a few of the large dis- 
play service organizations in some of 
the large cities of the country and 
have them give you figures and in- 
formation on how many displays 
actually are shown in the windows 
of retail stores, which salesmen and 
distributors are asked to place. 

3. Mr. Palaith will also learn how 
many displays in original containers 
are given away or sold to junk 
dealers because the retailer has no 
way in which to set up the display 
properly in his window or store. 

If Mr. Palaith and many other 
national advertisers will follow 
through as suggested above, they 
will find that using point of purchase 
advertising in the wrong way—mail- 
ing displays to the dealer, having 
salesmen place the material or de- 
pending on their wholesalers and dis- 
tributors to place it—means wasting 
good money and getting no results. 
Point of purchase advertising is the 
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most economical advertising medium 
in existence today if it is placed by 
professional installation service or- 
ganizations. 

Advertising agencies and makers 
of point of purchase advertising ma- 
terials ought to look into this matter. 

Marvin M. SCHWARTZ, 
Managing Director, Hanick 
Display Service, Philadelphia 


e ...Asa point of purchase instal- 
lation service, we certainly have an 
axe to grind. I am certain that Mr. 
Palaith is aware of the existence of 


this vast potential for proper distri- . 


bution of all point of purchase ma- 
terial. As a matter of fact, we, our- 
selves, have been installing electric 
signs in bars and grills for two 
of the Anheuser-Busch New York 
branches. Every unit that has been 
entrusted to us has been faithfully 
taken care of and never in the two 
years that we have been privileged 
to service Anheuser-Bush, has any- 
thing ever reached the “junk pile.” 
Every point of purchase installa- 
tion service company is most fully 
aware of the value of display mate- 
rial and treats it with utmost concern 
until its ultimate placement. From 
personal knowledge, this does not 
hold true with an advertiser’s own 
salesmen and, most emphatically, 
certainly not with a retailer. Sales- 
men are out to sell merchandise. 
Often they are requested by their of- 
fice to place display materials, but 
they just don’t have the time to make 
a satisfactory installation, with the 
result that much material is placed 
ineffectually, and due to pressure of 

time, often neglected entirely. 
Sending a retailer display material 
is like using a shot gun instead of a 
fishing rod while out fishing. A pellet 
might get a fish and then again it 
might not—there is no way of know- 
ing. I would like to know what 
greater assurance Mr. Palaith needs 
than to know that when point of 
purchase material is placed in the 
proper hands, it is adequately es- 
teemed and therefore, by such pru- 
dence, a service derives its revenue. 
A. L. Kaplan, 
Dis-Play-Well, Inc.. 

New York 
More Bouquets 

e There is only one regret I have 
for AR—you didn’t come out with it 
sooner. I am sort of a skeptical soul, 
so hesitantly waited to see your fol- 
low up on Issue One. I wasn’t dis- 





ow Reprints 


The following reprints of feature 
articles which have appeared in 


Advertising Requirements are 
now available: 
101 ... Time and Cost Guide for 


Producing TV Films 

by Lee Randon, Feb- 

ruary, 1953 25¢ 
102 ... The Public’s Preferences 

In Calendars 

February, 1953 25¢ 
103 ... All of the People Some of 

the Time 

by Nicholas Samstag, 

March, 1953 25¢ 
104 ... Display Package Builds 

Sales for Zymenol 


by Webster Kuswa, 

March, 1953 25¢ 
105 ... Let’s Swap Ideas 

March, 1953 25¢ 
106 ... Need To Save Money? 


Why Not Try Cartoons in 
Your Advertising? 


by Sid Hix, 


March, 1953 25¢ 
107 ... Old Types Never Fade 

Away 

by Edward M. Diamant, 

March, 1953 25¢ 


108 ... The New Look In Adver- 
tising Specialties 
by William E. Coffman, 
March, 1953 25¢ 
Reprints of editorial features 
are offered here as a_ special 
service to AR readers. Please 
send number and name of ar- 
ticle with exact amount in coins, 
stamps, or check to: Reprint 
Editor, Advertising Require- 
ments, 200 East Illinois St., Chi- 
cago 11, Ill. 
Sorry, we can’t handle credit 
orders under $1. We’ll be happy 
to bill you for larger sums. 





appointed. In fact, I find the infor- 
mation even more valuable and the 
Readers’ Service card I am attach- 
ing will show I have really given 
it the once over . to a profitable 
end. 

I feel most fortunate in being able 
to be among those getting one of the 
first issues, and I assure you I will 
be looking forward to the next issue 
as long as you publish it. 

W. E. SNOWDEN, JR.., 
President, Snowden & 
Steward, Inc., Atlanta 


e ... AR has provided me with 
many valuable ideas even during the 
short time that it has been published. 
ELMER T. GUNNAR, 
Advertising Manager, Bender 

Moss Co., San Francisco 
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READERS WRITE 
MAD i DOT TS 


e ... Due to the press of time and 
the many periodicals which contain 
bits of information of interest, I have 
found it impossible to thoroughly 
STUDY any magazine, up to this 


| point. Not so with AR! Each page 


seems to contain more information 
and ideas than the last, and I have 
read the first two issues like a col- 
lege boy reading a text. AR will 
serve me as an extremely handy 
reference and idea digest. 

And, incidentally, I feel certain 
that your Reader Service informa- 


| tion will prove to be of inestimable 


value as a source of current infor- 
mation. 
EMANUEL GOREN, 
Director of Merchandising, 
Lehn & Fink Products Corp., 
New York 


e AR is definitely in line for bou- 
quets. It certainly will be a “must” 


on my desk. 


JAMES KURTZ, 
Ass’t Sales Promotion Mer.., 
Christian Life, Chicago 


e ... Judging from the content of the 
first two issues, I would venture to 
say that the majority of your sub- 
scribers are reading [AR] from 
cover to cover. You are certainly to 
be congratulated on doing a splen- 
did job in these first two issues. I 
don’t know when I have ever seen 
so much practical information with- 
in the covers of a trade publication. 
I have instructed all my _ copy- 
writers and designers to read and 
digest the contents of both issues and 
we have taken advantage of your 
Readers’ Service card to get more 
information about subjects to in- 
terest to us. 

Normally, we keep only the latest 
issue of trade magazines because we 
do not have filing space to keep an 
accumulation. However, 


we are 


making an exception with AR, be- 
cause I feel it is valuable enough to 
keep on hand for constant reference. 
STANLEY W. HEatu, 

Director of Advg., The West- 
Philadelphia. 


minster Press, 





In Philadelphia .. . 


e ... When I started this letter, my 
mind was brimming with cleverness 
that would describe my appreciation 
for the fine job Dick Hodgson and 
his associates have done on AR. But, 
on second thought, perhaps sincerity 
is much better than the cleverness. 
In that light, I'll sav that AR is good 
—helpful — informative—fresh—and 
desirable. And what’s more, I like 
it. 

The producers of this new publi- 
cation certainly have earned a pat 
on the back for their work. They 
should then be called down for not 
having originated the magazine 
sooner. 

R. K. Pearson, 
Smith, Taylor & Jenkins, 
Pittsburgh 
@ Say, I like AR! 
WEs JONES, 
U. S. News & World Report, 
Washington 





Help on Color Wanted 


e ...In production of the sort of 
promotion pieces we do for our pub- 
lications, every one usually agrees 


ultimately on everything but the 
color. Naturally our type of ad- 
vertising is not of the consumer 
type; most of the stuff goes to men 
—men who have machines, industry 
or selling on their minds while they 
are reading it. 

I thought you might have at hand 
some kind of survey or study that 
would indicate what colors get the 
best results in these cases. 

The problem is this: What are the 
most attractive colors to men, and 
what are the most effective colors 
for industrial and merchandising 
magazine promotion? That’s a big 
order, but if you can help us, it 
would be much appreciated. 

Vircit A. Hart.ey, 
Sales Promotion Dept., 
W. R. C. Smith Publishing Co., 
Atlanta 


Unfortunately AR’s files do not con- 
tain the answer to Mr. Hartley’s 
problem. Perhaps some AR reader 


can provide the necessary informa- 
tion... Ed. 
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How 


I SOLVED IT 





Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Display Package Helps 
Ansul Introduce Driers 


Our refrigeration division recently 
developed a new refrigeration drier 
which presented a display problem. 
We knew that we must gain display 
space at the point of purchase (our 
refrigeration wholesalers). We knew 
that this display would have to be 
designed to occupy as little space as 
possible. 

Standard counter displays in small 
quantities (500 maximum) are, of 
course, rather expensive and to be 
used at all would have to be set up 
by our salesmen. 

To reduce our problem we de- 
signed a display carton which holds 
ten of the most popular size driers. 
One display carton filled with ten 
driers is packed in each shipping 
carton for 25 driers of that particular 
size. One of the driers is packed in 
a cellophane bag so that it can be 
picked out of the display and handled 
without finger marks causing blem- 
ishes to the sample. 

The advantages of this combina- 
tion package-display: compact dis- 
play: customer can handle product; 
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easy to assemble; new, clean display 
quickly available; production de- 
partment, not the advertising budget, 
bears the cost. 
Jack R. WEst, 
Advertising Manager, Ansul 
Chemical Co., Marinette, Wisc. 





Oversize Matchbook Lists 
Products for Physicians 


My job as advertising manager for 
Schenley Laboratories (Lawrence- 
burg, Ind.) consists partly in pro- 
ducing sales aids for about 90 
detailmen. They call exclusively on 
physicians to whom they describe 
prescription items. The doctor, in 
turn, if impressed, specifies the 
Schenley product, or products, when 
he writes the prescription. 

My problem was that, in introduc- 
ing a new product, our men can only 
describe one item at the interview 
because of time limitations. Thus, 
the rest of the line suffers. The doc- 
tor tends to remember only the one 
or two currently “hot” items: he 
forgets the rest. 

My solution was to design a giant 
match book with an intriguing quote 
on the cover and a good follow-up 


on the interior. The latter is ar- 
ranged puzzle-like and the doctor, 
through curiosity and subsequent 
manipulation and use of the matches, 
is reminded of our entire line. This 
device is a welcome relief from the 
conventional circular and _ blotter 
type of piece which finds the waste 
basket all too quickly. 
E. M. TArPLIn, 

Advertising Manager, 

Schenley Laboratories, Inc., 

Lawrenceburg, Ind. 


Ad Reprint File Book 
Helps New York Agency 


Our account men, traffic and pro- 
duction people were continually 
raiding the reprint files to look at 
“that ad we did about four months 
ago with the flip gibit in it.” Result: 
Time wasted trying to find the right 
reprint; depleted files because no- 
body ever puts those things back. 

We solved the problem simply, 
cheaply and effectively: For each 
client we purchased an acetate win- 
dow loose leaf book. The production 
department now has instructions to 
put a copy of each ad—as it is pro- 
duced—into the proper book. The 
collection is kept in the agency li- 
brary, where it is easily accessible. 

As an offshoot of this came a cor- 
ollary benefit: We discovered that 
clients had the same problem, so 
we made a big hit by giving each 
customer an “ad book,” too. 

CHARLES E. WALSH, 
Vice Pres., John Mather 
Lupton Co., New York 


Key System for Heads 
Prevents Duplication 


The increasing number of Fortune 
shoe dealers using our dealer ad 
service necessitated our establishing 
a system which would keep us from 
repeatedly using the same ad head- 
ing for any one dealer. 

We set up the following system: 
The headings are alphabetically ar- 
ranged by the first word in the head- 
ing, with a symbol using the first 
letter assigned to each heading. For 
example, A! for “All that’s best in 
men’s shoes for fall . . . by Fortune,” 
and A*” for “America’s Leading 
Styles at the Popular Price you like 
to pay.” A _ second list with the 
names of dealers alphabetically ar- 
ranged shows which headings have 
been used for each dealer. For ex- 


‘ample, opposite Blank’s Men’s Store 


one finds the symbols, S*, Y*, F'. 
Now, let us say we want to use 

the heading, “All that’s best in men’s 

shoes ...,” for Blank’s. Glancing at 
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HOW 
I SOLVED IT 


the list, Headings Used, we find no 
“A” symbol opposite Blank’s. So we 
can go ahead and use this heading. If 
there had been an “A” symbol we 
would have to refer to the other list 
(a matter of seconds) to learn if this 
“A” symbol corresponds to the 
heading we wanted to use. 
WILLiAM H. Ferriss, 
Chief Copywriter,Men’s Advg., 
Dept., Richland-Davidson Shoe 
Co., Nashville 


Moving Machine Solves 
Industrial Ad Problem 


A new machine had been built 
and the sales manager decided an 
advertising campaign should get un- 
der way. He handed me the blue- 
prints and told me to “get a picture.” 
My first question was if the machine 
had been completed . . 
why I couldn't 
taken. 

His answer: “Yes, the machine is 
completed, but it is in the shop in 
an out-of-the-way place where we 
can’t get a good picture of it. We'll 
have to do it the hard way.” 

A quick check with the artist in- 


. and, if so, 
just get a_ photo 


eine 
TY LAUNORY AND CLEANING SUPPLIES 


Kohnstamm Wins Favorable Attention With 
Cut-Out Feature In Laundry Paper Series 


Our problem was to try to make 
our advertisements of so much in- 
terest to the laundry trade that they 
would be looked for and even re- 


| tained after reading. 


To accomplish this we ran a series 


| of ads showing various types of fab- 


ric damage, for which the laundry 
is usually blamed but actually in no 
way responsible. 

We also offered a free binder for 


| filing the ads as they appeared. So 

far we have distributed, on request, 
| about 2000 of these binders—a good 
| indication that the 


ads have been 
read. 


The series proved so popular that 


we continued it with what we call a 
“Tip” series consisting of helpful 
ideas for the laundry operator. In 
both cases the material to be re- 
tained is designed so that it can be 
easily clipped from the page ads. 

In many cases the binders were 
delivered personally by our repre- 
sentatives, giving them an opportu- 
nity to make definite sales contacts. 
We also have been using the ad 
series as part of our direct mail cam- 
paign. 

N. R. HorrmMan, 
Advertising Manager, 
H. Kohnstamm & Co., 
New York 


Inc., 
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formed me that the cost of the art 
would be $450. The cost wasn’t out 
of line for the job required of the 
artist. But, in this case, a photo 
would actually do the best job. 

The $450 cost and my preference 
for a photo set me to thinking. This 
led to a solution. For just a small 
portion of the $450 artwork cost, we 
arranged for a crane to pick up the 
machine, move it to a position where 
we could get a good photo, and then 
return it to its original place. 

The photo was an excellent one 
and, even with retouching and the 
cost of the crane operation, cost far 
less than $450—and did a much bet- 
ter job. 

W. F. ScHAPHORST, 
Newark, N. J. 


Dial and Tear-Out Pages 
Make Sales Aid Effective 


In several states Carstairs has a 
definite price advantage. Our prob- 
lem was how to bring this to the at- 
tention of the retailers. 

We developed an unusual folder, 
“How to Make Extra Profits with 
Carstairs”. It is pocket size and con- 
tains a wheel on the inside with 
which the actual extra profits can be 
computed. The retailer gets this in- 
formation via a pad which is in- 
cluded in the folder so that the 
Carstairs representative can figure 
out the actual profit picture right in 
front of the retailer. After the fig- 
ures have been computed, the Car- 
stairs man signs his name; tears off 
the sheet, and gives it to the retailer. 

Judging by ffirst reports, the 
folder is paying off in increased pur- 
chases. 

E. R. FAutz, 
Asst. Advertising Manager, 
Carstairs Bros. Distilling Co., 
New York 


May, 1953 





ALL ELECTRIC! 


Systematic 


ONE UNIT DOES IT ALL! 


Makes photo-exact copies direct from original letters, forms, bids, 
contracts, invoices, catalog sheets, reports, blueprints. 


Yes—now a dry photocopy from any original in less than 45 seconds 
without any additional equipment. The Apeco Systematic Auto-Stat 
prints, processes and dries automatically . . . copies are ready for 
instant use. It saves up to 80% on copying jobs. Eliminates costly 
re-typing, hand copying, checking or expensive outside copying 
service. It’s fast—only 2 steps will make legally accepted prints 
from any original up to 11x17 inches—printed on one or two sides. 


SO LOW COST 


A complete Apeco Systematic Auto-Stat installation is priced well 
within the budget of even the smallest firms. Remarkably low 
Operation cost, too! 
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849 N. CLARK STREET 
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\ visit us at any time. 


P&A for more than half a century, 


has maintained that quality and service 
should go hand in hand. 
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product. 


A variety of proven techniques were used to introduce a new recording tape to a 
field already acquainted with similar products from the same firm. 


By Ronald L. Anderson 
Advertising Department. 
Minnesota Mining & Manufacturing 
Co. 


Killing two birds with one stone 
is a neat trick, but in merchandising 
a new product, it’s a doubtful pro- 
cedure. Sometimes it takes two 
stones. 

That was the philosophy followed 
by Minnesota Mining and Manufac- 
turing Co. (St. Paul) in successfully 
introducing its Scotch brand “High 
Output” magnetic tape to profes- 
sional magnetic tape users over the 
country and to its entire distributor 
organization last March. 

One of the most extensive promo- 
tions in the magnetic tape field to 
date, 3M’s “High Output” campaign 
used two approaches—a high level, 
technical approach to the broadcast- 
ing and recording engineers who are 
the consumers in the professional 
field, and a hard hitting, down to 
earth approach to the distributors 
who sell to them. 
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> The campaign included a complete 
program of space and direct mail 
advertising, brochures and technical 
bulletins, new packaging and dealer 
aids. 

A four-day teaser mailing to job- 
bers and distributors was used to 
kick off the campaign. This consisted 
of a three-piece jigsaw puzzle mailed, 
one piece at a time, over three con- 
secutive days. Assembled, it spelled 
out “High Output” magnetic tape. 
On the fourth day the distributor 
received an extensive 14-piece mer- 
chandising kit outlining the entire 
campaign, together with a _ wide 
selection of promotional materials 
available to him. 

Double page advertisements in the 
technical magazines in the field ap- 
peared in the March issues, with 
follow-ups in subsequent issues. 

Six separate direct mail pieces 
were sent to professional accounts 
and critical users of magnetic tape 
in a second round of saturation mail- 
ings in April. 

Immediately prior to the cam- 
paign, news stories on the new prod- 


ScorcH 


Prmunetic Tape 





Hy 
2 


uct—a very significant development 
in the magnetic tape field—were re- 
leased both to consumer and trade 
publications. 


> But it was the emphasis on reach- 
ing the distributor and his sales force 
and helping him sell the new tape 
that makes 3M’s program impressive. 

Charles O. Moosbrugger heads 
3M’s advertising department and di- 
rects the advertising programs for 
the firm’s several divisions. Product 
man for magnetic recording tape is 
Charles G. Westcott, who planned 
and executed the “High Output” 
campaign. 

Artwork was handled by the de- 
partment’s art staff under the direc- 
tion of Richard E. Heyne, with staff 
artist Frank Thornburg assigned to 
this campaign. All space advertising, 
meanwhile, was handled by BBD&O 
—3M’s advertising agency. 


> The wraps were taken off “High 
Output” magnetic tape March 1, al- 
though consumer reaction was tested 
in a series of field tests early in 
January. Developed by 3M research 
men over a period of years, “High 
Output” magnetic tape employs a 
new magnetic coating material that 
more than doubles the output, or 
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volume, of previous recording tapes. 

Designed to fill a need, especially 
in critical recording applications, for 
the utmost in high fidelity recording 
of music and broadcast material, the 
new tape was tailor-made not only 
to the professional’s needs, but to the 
needs of the growing “high fidelity” 
field of serious amateurs, who are, 
in many cases, as critical as the pro- 
fessionals. 

This was the consumer market at 
which one phase of the campaign 
was directed. Advertising’s job here 
was to drive home the significance 
of the new tape—just what it meant 
to the end users. 

However, surveys as well as ex- 
perience have shown that the con- 
sumers in the audio and recording 
field—as in other professional fields 
—are very often artistically inclined 
as well as mechanically, and have 
definite ideas of their own as to the 
type of advertising they want to read. 

In line with this, the copy con- 
centrated on the technical approach 
—the performance of the new tape 
under conditions with which the en- 
gineers were familiar—while “high 
design” was the basis of the approach 
on the artistic level. This procedure 
began with the packaging design and 
was followed throughout that part of 
the campaign directed at the con- 
sumer. 


> In reaching the distributor organi- 
zation’s 3M’s copy approach was di- 
rected at dealer self-interest. Tech- 
nical details were translated into 
sales talk, and cartoon technique was 
used for illustration. 
Chronologically, the consumer 
phase of the campaign went like this: 


February—News release and pho- 
tographs of the new tape and pack- 
age sent to the trade magazines read 
by professional recording engineers, 
radio station personnel, and high 
fidelity fans. Stories also carried by 
wire services and news weeklies. 


March—Double page spreads 
placed in three leading technical 
trade magazines in professional field. 
Illustrated, 16-page brochure on 
“High Output” magnetic tape offered 
on request through new literature 
columns of trade magazines. In ad- 
dition, Electronics Magazine carried 
a technical article on the character- 
istics and development of the new 
tape in March issue. 


April—A series of advertisements 
aimed at the high fidelity fans placed 
in media such as High Fidelity mag- 
azine and Saturday Review of Lit- 
erature. These were scheduled for 
months of April, May and June. In 
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Three from One... A single printed piece became three mailings through the use of a 
jig-saw puzzle technique. At left are the three pieces with the colorful envelopes which 
carried them to prospects. The three pieces are shown assembled in the upper right picture. 
The lower view is of the reverse side of the three pieces. The three-piece mailing laid the 
groundwork for a promotion kit, which arrived the day after piece number three. 


addition, a saturation mailing of six 
separate mailing pieces was sent to 
key volume tape users in the profes- 
sional field. 


> Additional impact was obtained by: 


e Featuring “High Output” magnetic 
tape in the April issue of Sound Talk 
—a regular series of .3M technical 
bulletins on various phases of mag- 
netic recording reaching the profes- 
sional field. 


e Reprinting of the technical article 
from Electronics magazine for dis- 
tribution by 3M and distributor sales- 
men. 


e Featuring the tape in The Sound- 
ing Board—3M’s external publication 
distributed by sound tape dealers 
over the country. 


e Sending a broadside—an ad re- 
print made into a self-mailer—to key 
accounts in the professional field. 


This constituted the consumer 
phase of the “High Output” promo- 
tion. 


> Chronology of the distributor phase 
of the program was as follows: 


February—News stories and pho- 
tographs sent to magazines in the 
distributor field. 


March—Four day teaser mailing 
sent to entire distributor organiza- 
tion including the comprehensive 
merchandising kit on the final day 
announcing sales aids available. 
Teaser mailing and additional kits 
offered to distributors for use in con- 
ducting special sales meetings on 
“High Output” magnetic tape. 


April — Sound-slide film — using 
“High Output” magnetic tape for the 
sound recording—available for show- 
ing by 3M salesmen at distributor 
meetings. 


May—Point of purchase displays 
featuring the new tape and empha- 
sizing its high fidelity applications 
made available for use by dealers. 


> The “High Output” campaign actu- 
ally was planned several months 
back when performance tests of the 
new tape exceeded even the expec- 
tations of 3M’s magnetic tape re- 
search team. At that time, advertis- 
ing product man Westcott undertook 
the job of planning a campaign that 
would convey the significance of this 
particular development to the con- 
sumer. 

Both Mr. Westcott and staff artist 
Thornburg—whose first job was 
packaging design — spent consider- 
able time talking with the engineers 
in the sound laboratories, observing 
performance, and listening to com- 
parison tests of the old and new 
tapes. Once the general theme had 
been outlined and agreed on by ad- 
vertising, sales and research, Mr. 
Thornburg went to work on the box. 
Features of the new package that 
resulted are an attractive design, 
more rugged construction and a 
special instruction folder insert. 

Since “High Output” tape is in- 
tended for use in the professional 
recording field—especially for high 
fidelity recordings of music — the 
magnetic tape is termed “a new hori- 
zon in high fidelity recording.” Car- 
ried on the cover of the insert folder 
and on advertising and promotional 
material, this theme is also symbo- 
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lized on the box through the use of 
perspective—a piano keyboard ex- 
tending to the horizon. 

In addition, the illustration of the 
piano keyboard and violin on the 
cover—two of the most difficult in- 
struments to record — symbolizes 
high fidelity music recording for 
which the tape is designed. 


>The hinged, full-telescope set-up 
box is chipboard with a laminated 
white Mirrorcote finish with promo- 
tional copy and instructions on the 
inside. A wrapover label on 60 pound 
litho label stock is used on the out- 
side. The back of the box is unvar- 
nished for easy logging of recording 
data in a space provided. 

Hinge for the new box is vinyl 
plastic, said to outwear conventional 
cloth hinges by several times. A new 
grey-green color in the cover design 
ties in with the green color of the 
new magnetic tape, and also is de- 
signed to harmonize with the color 
of much of the electronic equipment 
in use. 

Use of the Scotch plaid trade- 
mark along the edge of the cover to- 
gether with the 3M company logo 
maintains a distinct family tie-in 
with the other Scotch magnetic tape 
products. In addition, a new trade- 
mark—“H-O” for “High Output”— 
appears in a geometric symbol on the 
cover. Included in the box is a 5” x 
5” accordion fold instruction sheet, 
which further emphasizes the high 
fidelity theme of the product in the 
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package. The tape is mounted on a 
7” Styrene plastic reel, also newly 
designed, which features greater 
strength and warp resistance, larger 
labeling surfaces, a larger hub for 
more uniform playback speed, and a 
new diagonal slot for easier thread- 
ing. 


> Once packaging had been com- 
pleted, two-color double-page ads 
illustrating the package and built 
around the increased output of the 
new tape were scheduled by BBD&O 
for March issues of three of the top 
technical magazines in the profes- 
sional sound recording and broad- 
casting field. Green was selected as 
the second color, tying in with the 
green color of the new tape. 

Follow-up ads, again stressing the 
doubled output of the tape, were 
scheduled both for the technical and 
dealer magazines, and consumer 
magazines reaching the high fidelity 
fans. A coupon in the ad offered the 
illustrated brochure to readers. 

This brochure, designed by staff 
artist Thornburg, used an unusual, 
square, 8” x8” format employing 
“high design” to illustrate its tech- 
nical copy. Offset-printed on glossy 
stock in three colors, and mailed in 
a two-color envelope, it was intended 


to make the technical copy “easy to 
take” for the reader. 
> Starting in April, 3M used its 


highly successful saturation mailing 
technique for the second time to 


TT TT 


° Fo natal 


40 )_ ansra ing > 


a it's like o One 
4 door mening 


Pt Bs ee 


. This kit contained a variety of materials for dealers. It completely out- 
lined the promotion put behind the introduction of High Output tape. 


Among the items 


included were preprints of business publication ads, a sample of the tape, a sample package, 


copies of folders and booklets, etc. 


Since the tape is green in color, green tags clipped to 


each item in the portfolio added continuity to the contents. 
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reach the consumers. This is how it 
works. First a letter is sent, for ex- 
ample, to the manager of a radio sta- 
tion, with carbon copies to the chief 
engineer and program director call- 
ing to their attention the superior 
quality recordings possible with the 
new tape. It also mentions that a 
series of newsletters will follow, dis- 
cussing the use of the tape and its 
performance in broadcasting work. 


After three such newsletters, a 
second letter to the station manager 
—with carbon copies—is mailed sug- 
gesting he write 3M commenting on 
the product. If no reply is received 
within three weeks, another letter is 
sent, together with copies of previous 
letters, noting that 3M has a product 
the station needs, that they had been 
advised of this previously, but ap- 
parently had not been impressed. 


This so called “crying letter’— 
when used previously this spring— 
produced a 63% return. 


> The major objective in the dis- 
tributor phase of the campaign was 
to enlist the services of the sales 
forces of each distributor. But with 
the average radio parts distributor 
carrying some 42,000 items in stock, 
any new product faces stiff compe- 
tition. 

Advertising’s job was to convince 
the distributor and his salesmen 
that “High Output” magnetic tape 
was the hottest item stocked, then 
to give him all the help possible in 
selling it. 

The result was the 14-piece dis- 
tributor’s merchandising kit that 
virtually wrapped up the whole sales 
program in a single package. As a 
means of building up distributor 
interest, the jigsaw puzzle teaser 
mailing was used. 

These were offset-printed in two 
colors, front and back, on 60 pound 
litho label, then mounted on display 
stock and die cut into three pieces 
forming the puzzle. Envelopes were 
likewise two-color offset-printed. 

Originally it was planned to at- 
tach the three pieces of the puzzle 
to a single card which the distribu- 
tor would receive in a single mail- 
ing. However to make the puzzle 
more effective, the piece-by-piece 
teaser mailing was substituted. Use 
of a separate envelope for each piece 
made it possible to carry out the 
“highest” theme both in copy and 
artwork on the envelopes, as well as 
through the puzzle itself, providing 
additional impact. 


> The distributor kit, itself, was re- 
ceived by the jobber on the fourth 
day, containing 14 separate pieces of 
sales material: 





A Product is Introduced ... Art director Richard E. Heyne (left) and staff artist Frank V. 
Thornburg (seated), check proofs of the 15-page bulletin, which introduced HO recording tape 
to dealers, with product man Charles G. Westcott. This group actually produced most of the 


elements of the HO campaign. 


e A 15-page bulletin outlining the 
entire advertising program, calling 
attention to new packaging, dis- 
tributor materials available and giv- 
ing the entire story of the new “High 
Output” tape, its features, and its 
development. 


e The entire merchandising kit was 
contained in a folder, offset-printed 
on Kilmory India cover stock, while 
the 15-page bulletin was offset- 
printed on Kilmory India text, with 
text and art in both brown and black. 


e An 8” x 8” box label of the type 
used on larger boxes of “High Out- 
put” magnetic tape to call attention 
to the attractive design of the new 
box. Label printed on Empire coated 
gum stock in three colors by letter- 
press resulting in high gloss without 
use of varnish. 


e A special two-inch color sample 
of the new tape mounted on a card 
to identify its green color as con- 
trasted with the red color of con- 
ventional tapes. 


e A two-color reprint of the double 
page ad that appeared in the three 
top technical magazines. 


e An offset-printed montage of news 
story clippings concerning the new 


16 


magnetic tape that apppeared in 
newspapers and news magazines. 


e A two-color reprint of the double 
page ad made into a direct mail 
piece by offset-printing art and copy 
on the reverse side and sent to key 
professional accounts by 3M _ in 
March. 


e A three-color reprint of the fol- 
low-up ad made into an “in stock” 
announcement for direct mail by the 
distributor. Imprinted by 3M with 
the distributor’s firm name. 


e A copy of the accordion folder 
package insert, patterned after the 
illustrated brochure, and used as a 
further means of calling the con- 
sumer’s attention to the features of 
the new tape when he opens the box. 
Gang printed on Warren offset 
enamel stock in three colors. 


e A copy of the illustrated 12-page 
brochure describing the tape, point- 
ing out its features and illustrating 
performance characteristics by 
means of graphs. Available in quan- 
tity to distributors together with a 
mailing envelope, the brochure cover 
was offset printed on 65-pound 
Kromecote, while inside pages were 
offset printed on 70-pound Warren 
offset enamel stock. Envelopes were 
offset printed on 80-pound Silkote 





offset stock. Brochure was in three 
colors, envelope in two. 


e An offset-printed order form, list- 
ing and illustrating sales aids avail- 
able to the distributors, including 
the teaser mailing, additional copies 
of the complete promotion kit and 
the illustrated brochure, as well as 
a demonstration reel of the old and 
new tape and an ad reprint book 
containing a pad of 25 reprints of 
the double-page ad for tear-out by 
the distributor’s salesmen on account 
calls. 


e A supplementary cut sheet, listing 
and illustrating five electros avail- 
able for catalog use, and a cost sheet 
for dealers, both offset printed. 


© Two Multilith copies of letters to 
the distributor from editors of the 
technical magazines carrying space 
advertising telling about the adver- 
tising campaign. 


> In addition to the materials in the 
merchandising kit, a 50-picture 
slide film in color, with tape-re- 
corded commentary explaining the 
technical details of “High Output” 
magnetic tape in lay language, was 
made available for use at distributor 
sales meetings. This was prepared 
by the 3M art department and the 
recordings made by 3M sound lab- 
oratory personnel. 

Point of purchase materials for 
dealer use, including a framed 
counter card holding the “High Out- 
put” box and window streamers, 
were also made available. 44 
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3M Ad Manager . 


. . Charles O. Moos- 
brugger, advertising manager at Minnesota 
Mining & Mfg. Co., directed the over-all 
mechanics of the firm's outstanding cam- 
paign to introduce a new brand of record- 
ing tape. 
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By Phil Seitz 
AR Hollywood Correspondent 


Tie-ins of advertisers with current 
movies and individual stars continue 
to be big business in Hollywood. A 
few years ago a tabulation showed 
more than $100,000,000 of advertising 
annually carried a movie tie-in. 
Currently it is estimated the volume 
of such advertising is much greater. 

Such tie-ins are generally of two 
kinds: 

1. The product concerned is act- 
ually in a picture and stills showing 
it can be used in advertising, or, a 
star is posed with the product, with 
or without endorsement. 

2. The picture of the star is made 
available for use in an ad. However 
done, there is always a credit line 
for the star’s current release. 


>On the face of it, the mechanics of 
arranging tie-ins is fairly simple. 
Most studios and stars are interested 
in any means of favorable publicity 
for their pictures. Usually, after a 
picture is finished, but before it is 
scheduled for release, the publicity 
and exploitation departments view 
it with an eye to tie-in potentials. 
Having assessed the potentials, a 
tie-in man will then initiate con- 
tacts with national and regional ad- 
vertisers, frequently offering specific 
suggestions. Thus, on the national 
level, most tie-ins are set up many 
months before other advertisers 
would even know the picture existed. 
However, there are opportunities 
for non-competitive tie-ins at the 
regional and local levels. Press 
books for the picture are furnished 
all distribution centers. These books 
contain further suggestions for local 
tie-ins. Also, the larger local and re- 
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gional theater chains have their own 
promotion departments and are on 
the lookout for acceptable tie-ins. 


>As might be expected, the higher 
the advertiser starts in making an 
approach for a tie-in, the more the 
studio expects. At the national level, 
most studios will expect a substan- 
tial campaign in terms of media and 
local support wherever the picture 
is in release. 

Typically, a studio will want to 
know what the product is, adver- 
tising plans for use of newspapers, 
Magazines, car cards, posters, etc., 
the extent of distribution, and what 
kind of distribution. The bigger the 
picture, the larger the studio, the 
more exacting the requirements. 

There are other factors involved 
but they are not so easily defined. 
But this much can be said. Some tie- 
ins are straight business deals on the 
basis described. Perhaps many more 
involve gifts of the product—if it is 
desirable—to a number of persons, 
with the star getting the lion’s share. 
Money also can change hands. No 
studio will say anything about these 
aspects because this is one place 
where publicity is not wanted. 


> Unless the company desiring a tie- 
in has an outstanding campaign to 
offer, or has a reasonably continuing 
contact with the studios, the latter 
factors can cause complications. 
Knowing whom to entertain, whom 
to “gift” may become important. 

For these reasons, many com- 
panies and industries maintain per- 
manent liaison men or offices in Hol- 
lywood. There are several well- 
established “agencies,” which, for 
fees up to $2,000 will use their con- 
tacts to make arrangements for 
clients. 

One important advantage to be 
gained from day-to-day contact is 
the opportunity to learn of tie-in 
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possibilities while a picture is in 
production. This affords the oppor- 
tunity to get a product right in the 
picture. Where appropriate to a par- 
ticular product or industry, the con- 
tact may be asked to “dress” a speci- 
fic set for a picture. This enables use 
of recognizable stills from the pic- 
ture itself for tie-ins. 

To a point, industry or company 
representatives and “agencies” work 
similarly. Frequently, however, the 
agencies do not function beyond the 
placement of a product in a picture, 
or arrangement of the tie-in. Unless 
there is a complete follow-through 
of tie-in advertising, local tie-ins, 
and point-of-sale tie-in, the value 
of such “plugs” may be questionable. 


>Perhaps the best way to show a 
complete tie-in operation is to re- 
view a full-time operation. Among 
industry groups, the American Gas 
Association is an aggressive unit in 
the motion picture field. 

The Hollywood representative for 
AGA is Pat Nicholson. He also 
works closely with the developing 
television film industry. Some idea 
of his activity may be gleaned from 
AGA’s Hollywood bureau report for 
the 12 months of 1952: 

e Number of gas appliances used 

in motion pictures—63. 

e Number of motion pictures—36. 

e Number of gas appliances used 

in TV films—231. 

e Number of TV filmed commer- 

cials and shows—287. 

AGA works to promote the use of 
gas appliances to the end gas con- 
sumption is increased. Since the ac- 
tual equipment must come from an 
appliance manufacturer, to avoid 
over-emphasis of a particular brand, 
motion picture placements are ro- 
tated among cooperating 
facturers. 

Advertising tie-ins are negotiated 


manu- 
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eae <q Movie Tie-Ins . . . These ads, selected at 
the show on the road random from recent issues of national mag- 
azines, show how movie tie-ins are being 
applied to the advertising of products rang- 
ing from tires to coffee. 


on an industry-wide basis. AGA has 
two big sales campaigns a year, and 
in 1951 and 1952, all four were mo- 
tion picture tie-ins. They included 
such pictures as “Texas Carnival,” 
with Esther Williams; “Father’s Lit- 
tle Dividend,” with Elizabeth Tay- 
lor; “They’re Lovely To Look At,” 
with Kathryn Grayson. 


>A run-down of what Pat Nichol- 
son’s office does for a typical picture, 
tells the story of both product place- 
ment in a picture, and the workings 
of a satisfactory tie-in. 

The initial work is done when a 
script breakdown for the picture re- 
| veals the need for a set showing ap- 
paved pliances. The art director designs the 
set, a set dresser is assigned. At this 
in a ” Here's how I Remember ! point, Pat Nicholson is called in. His 
domsnpeny J . Why dont YOU 3° . oe stock in trade is service. So if the 
2 desired range, refrigerator, water 
, heater, clothes dryer, etc., is not at 

hand, he gets it quickly. 

During production, still photos are 
obtained for publicity uses. These 
are distributed to member com- 
panies in the United States and Can- 
ada, for use in a standing display 
piece, “Gas Appliances Star In Hol- 
lywood.” This and other publicity 
are given most gas appliance place- 
ments in pictures. 


loy main 


>If the picture looks good in pro- 
duction and appears to be better than 
average, then thought is given to a 
national promotion. When AGA ties 
in in such fashion, search is made for 
best possible stills. These are for 
media advertising, planting with 
pictorial services, and trade paper 
publicity. 

Mats, 3 col. by 9” and 4 col. by 12” 
are prepared and sent to members. 
Copy for general magazines is also 
scheduled. All advertising is subject 
to approval of the studio. Initially, 
comprehensive layouts must be sub- 
mitted. If special pictures are needed, 

they are made at the studio under 

-” Wertd 7 . ‘ supervision of studio personnel. 

merece sid Lee Copy must be okayed. The finished 

4 out of CR ee oe Sa ——_ ad must be okayed, and then a legal 
: / Se eienags ; release is given. 

Material is then prepared for local 
use: a brochure, much like a press 
book, cut-outs, price tags, posters, 
banners, counter cards, car cards. In 
the most recent promotion, a Life ad 
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Appliances on Location .. . These 
scenes from typical Hollywood movies show 
how gas appliances are used. These stills 
get publicity for both the movies and the 
appliances by being distributed among gas 
appliance dealers. In the top picture Jimmie 
Gleason and James Cagney use a Western 
Holly gas range in Warner's ‘Come, Fill the 
Cup.’ Center: Irene Dunne ‘‘co-stars’’ with 
a Roper range in Universal-International’s 
“It Grows on Trees.” In the lower picture, 
Gigi Perreau raids a Servel refrigerator in 
U-I's “Bonzo Goes to College.” 


was sent to all appliance dealers in 
America. 


>The motion picture studio is given 
a complete list of all AGA members 
—700 to 800. AGA members are 
given a schedule of release dates for 
the first run of the picture. This is 
used by field men of the gas compa- 
nies to time window and floor dis- 
plays and arrange theater lobby dis- 
plays. 

For use with the same timing, 
there are prepared publicity stories 
and pictures to be run in the house 
organs and dealer publications of the 
gas companies. 

In the opinion of Mr. Nicholson, 
while national advertising makes its 
contribution, it is at the local level 
that tie-in campaigns must work. He 
points out that local promotions 
have a much longer life, as long as 
three months. That is, a national ad 
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hits all parts of the country at the 
same time. But the release dates 
throughout the country may spread 
out over a period of three months 
or more. Local promotion, timed in 
conjunction with local releases, has a 
much stronger impact. This enables 
covering all parts of the country 
with equal intensity. 


>The tie-in campaigns have paid 
off in sales, according to Mr. Nichol- 
son. “Hollywood still has glamor,” he 
says. A subsidiary benefit is one of 
morale. The tie-ins with motion pic- 
tures make people in the industry 
feel the importance of their work. 

Discussing the overall picture, Mr. 
Nicholson says that any studio wants 
exploitation that will sell a picture, 
even though 98 out of a 100 tie-ins 
offered by advertisers are turned 
down. The greatest concern of the 
studios is that the tie-in be in good 
taste, and compatible with the star 
and the picture. 

There is also the problem of ex- 
hibitor beefs about too much com- 
mercialism in pictures. Too, these 
exhibitors frequently get beefs from 
local merchants competitive with 
the dealers using the tie-in. These 
possibilities govern studios in their 
attitude toward a proffered tie-in. 


> As was indicated in the summary 
of the AGA’s Hollywood office dur- 
ing 1952, television is opening new 
fields for product placement in films. 
These are sought after, but since a 
television film does not have the 
long-term exploitation value of a 


motion picture, it isn’t possible to 
provide the same degree of service. 

A kitchen set-up for a picture will 
cost close to $2,000. Since there are 
in the neighborhood of 30 one-stage 
studios in the area, and many other 
small studios, there is a substantial 
number of requests at all times for 
a complete kitchen. 

To accomodate such requests, the 
association recently announced it 
now has a rental free studio avail- 
able for producers of television films, 
spot commercials, advertisements 
and publicity photos, when a kitchen 
or laundry set is required. 


Studio features listed include: 

e Complete soundproofing. 

e Ample power for set lighting. 

e Kitchen set with six floor plan 
variations. 

@ Home laundry with twin washer 
and clothes dryer. 

e Ranges, refrigerators and water 

heaters connected and ready to 

use. 

Kitchen cabinets and double- 

bowl] sink. 

Hot and cold running water. 

Sink drainage. 

Decorative snack bar. 

Set finished in flat color especi- 

ally for filming. 

Dressing room and rest room. 

Ground level,  off-the-street 

loading area. 

The obvious cost of this studio and 
its maintenance indicates how im- 
portant this industry at least consid- 
ers the placement of its appliances 
in pictures. 44 


Hollywood Contact List 


Motion picture tie-ins are handled through the publicity and advertising offices of all 
studios. There is usually one man designated to handle tie-ins, but since all such arrange- 
ments must gain several approvals before the tie-in man begins his work, it is advisable 
to address any communications on the subject to: Publicity and Advertising Department. 


The following list contains the names and addresses of major studios and principal 


independents who make tie-ins: 


Allied Artists Productions, Inc. 
4376 Sunset Drive 

Hollywood, Calif. 

Columbia Pictures Corp. 

1438 N. Gower St. 
Hollywood, Calif. 

Walt Disney Productions 

2400 W. Alameda 

Burbank, Calif. 

Samuel Goldwyn Studios 

1041 N. Formosa Ave. 
Hollywood, Calif. 
Metro-Goldwyn-Mayer Studios 
10202 Washington Bivd. 
Culver City, Calif. 

Paramount Pictures Corp. 
5451 Marathon 

Hollywood, Calif. 


RKO Radio Pictures Corp. 

780 N. Gower 

Hollywood, Calif. 

Republic Productions, Inc. 
4024 Radford 

North Hollywood, Calif. 

Hal Roach Studios 

8822 Washington Bivd. 

Culver City, Calif. 

Twentieth Century-Fox Film Corp. 
10201 W. Pico Blvd. 

Los Angeles, Calif. 
Universal-International Pictures 
Universal City, Calif. 


Warner Brothers Pictures, Inc. 
4000 W. Olive 
Burbank, Calif. 


NOTE: When placement of products in a picture is desired, the proper contact is the 
Property Department. Since this is a highly controversial subject, for which no publicity 


is sought, personal contact is desirable. 
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The Chicago Society of Typographic Arts Presents 


12 Awards for 
Typographic Design 


Trade Ad... ‘STA 25.” Designer: 

Herbert Pinzke. Client: Society of 

Typographic Arts. Judges’ comments: 

Interprets printing industry in a sym- 

bolic way. An extremely good ad. Ef- 

fective use of such devices as inverted 

use of type that catch the eye. A pow- - 
erful design is created by utter stark- a 


ness and simplicity. 


Trade Ad... “Chicken and Flow- te 
er.’ Designer: John Averill. Client: 
Collins, Miller & Hutchings, Inc. 


Judges’ comments: The combination 
of type and illustration is very effec- g, 
tive. The ad gives the reader a lift. RY PP 
There is more than craftsmanship 


here... it is a feeling for design and 
typography. 


Package ... “All Year Gift Pack- 
age.” Designer: Robert Moore. Printer: 
Ray Brown. Client: Container Corp. of 
America. Judges’ comments: Extreme- 
ly handsome . . . design is like archi- 
tecture, based on the construction of 
the package. Beautifully printed in 
unusual dull inks. 


House Organ... ‘STA News Bul- 
letin.”’ Designer: Sue Richert. Printer: 
The University of Chicago Press. 
Judges’ comments: A beautiful job 
and very representative of STA stand- 
ards. A_ perfect -publication even 
though the designer worked on a 
very limited budget. A nice feeling of 
quality throughout. 


Catalog ... ‘Fel-pro Materials & 
Engineering Guide.’ Designer: Rob- 
ert Nickle. Printer: Sleepeck-Helman 
Printing Co. Client: Felt Products Co. 
Judges’ comments: Every part holds 
together well. Fine use of actual ma- 
terials, good organization and layout. 


Stationery ... ‘Frederick Kreitzer." ie 
Designer: Susan Karstrom. Printer: 
Jackson Press. Judges’ comments: 
Very functional . . . good consistency 

in the different parts of the ensemble. 
Color scheme is excellent especially 
the way the gray reverse band spot- 
lights the name. A striking motif in the 

use of the ''K."' 
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The Fifty Books of 1951 





Announcement... . ‘Caxton Club.” Designers: Albert Magazine .. . “What's New—Christmas issue.” De- 
Schlag, Doug Lang and Norman Christiansen. Printer: R. R. signer: Sarah Taylor Leavitt. Printers: Runkle-Thompson- 
Donnelly & Sons Co. Judges’ comments: These pieces ex- Kovats, Magill-Weinsheimer & Veritone. Client: Abbott 
press the feeling of the club. Type is used as it should be Laboratories. Judges’ comments: A scrapbook of beautiful 
used . . . traditional, with a contemporary feeling for surprises that sparkle . . . scintillating, giftlike. 
design. 
oe Book .. . “Whistle Stopping with 
Adlai. Desi igners: Dan E. Smith and 
Bruce Beck. Illustrator: Betty Jones. 


Printer: Poole Bros. Inc. Client: Jane 
Dick. Judges’ comments: A consistent- 
ly good book . . . expresses the sub- 
ject extremely well. Designer seemed 
to enjoy doing the book. Chapter 
openings are excellent 


Christmas Card... Harold Wal- 
ter."' Designer Harold Walter. Printer: 
STA Workshop. Judges’ comments: 
Completely personal, intriguing and 
unique piece. It gives you a refreshing 





feeling. 
Book . . . ‘Design to Music.’ Designer: Herbert Pinzke. Booklet .. . ‘Institute of Design.’ Designer: Robert 
Printer: Philip Reed. Client: Apprentice House. Judges Nickle. Printer: Cuneo Press. Judges’ comments: A well 
comments: An excellent solution to an extremely difficult engineered job, good pace throughout. It is exciting 
topic. A new expression of bookmaking . .:. an explora- fresh, new . it expresses the feeling of the school 
VY tion ot new ways of making a book. v 
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this objective wit 


record. 


The year was 1949. The company: 
Union Bag & Paper Corp., (New 
York), a giant in the field of paper 
bags, sacks and containers. The 
problem: To accelerate acceptance of 
and add customers for a relatively 
new Union product, corrugated 
paper containers, and to get peo- 
ple everywhere to know that this 
75 year old company, internation- 
ally known for its paper containers, 
was now in the business of manu- 
facturing corrugated shipping con- 
tainers. 

Union’s_ sales, advertising and 
merchandising brains went to work 
and came up with what may well 
be considered one of the year’s out- 
standing and most fascinating direct 
mail campaigns. 

It was determined by the com- 
pany’s sales and promotion execu- 
tives in combination with its adver- 
tising agency, Smith, Hagel & Snyder 
(New York), to level its sights on the 
biggest and the heaviest consumers 
of corrugated paper containers in the 
country. Much research and investi- 
gation resulted in the building of a 
highly selective mailing list consist- 
ing of 1,000 top container users, with 
an average of two leading executives 
in each company designated to re- 
ceive the mailings. Often these two 
were the president and the purchas- 
ing agent of the organization. 


> Thinking continued apace, with 
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the company-agency team engaging 
in a search for a theme or connecting 
link that would form the basis for 
a continuing campaign directed to 
the 2,000 names on the list. It is dif- 
ficult to pin down exactly how the 
thinking verged toward a Chinese 
motif. Perhaps it was the idea of the 
connecting link which led toward 
linking rings or the ancient Chinese 
ring trick. At any rate, work began 
to establish a Chinese character who 
would serve as a symbol to integrate 
the promotion. It seemed a natural 
association to the name of the com- 
pany, Union, to dream up a Chinese 
character named Yoon Yun. 

Now Designer-Art Director Al 
Kay of Ross Art Studios entered the 
picture and worked feverishly on 
roughs to portray a Chinese figure 
to represent Yoon Yun. Fred Meend- 
sen, now Union’s vice-president in 
charge of advertising and sales pro- 
motion, authorized the agency to 
proceed with some $12,000 in art and 
layouts for the 19 units that were 
to make up the campaign. Color 
slides of the proposed series were 
made up to present the contemplated 
program to Union’s management. 

It was a risky undertaking and it 
took courage to go ahead. But 
Meendsen had faith in the idea and 
to convince Union’s executives he 
needed dramatic evidence. Perhaps 
it was the unique conception of the 
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individual pieces, or the intriguing 
Chinese art work, or the theme of 
integration that was highly stressed 
which convinced management. But, 
it was decided to budget from $45,000 
to $50,000—big money, at first glance, 
to reach a mailing list of 2,000. How- 
ever, the rewards, too, could be big 
since every name on the mailing list 
represented a potential of thousands 
of dollars worth of corrugated con- 
tainer business. Union was concen- 
trating on the nation’s biggest users. 


> A virtual department of Oriental 
research was established. Union Bag 
and Smith, Hagel & Snyder men 
toured Chinatown; read Chinese 
literature; searched for Chinese pre- 
miums, props and gimmicks; became 
experts on Chinese folklore, and 
sought ways and means to dramat- 
ically introduce Yoon Yun. In 
May 1950, this vast cooperative, 
creative enterprise began to show 
results and a recapitulation showed 
that there were 18 pieces of art, lay- 
outs, visuals and direct mail in the 
house. Yoon Yun was ready for the 
launching. 

Calamity struck in June 1950 in 
the form of Korea. All at once, 
everybody in the corrugated con- 
tainer business could sell all they 
could produce. And Union was no 
exception. Besides, it hardly seemed 
propitious and would have revealed 
little of ancient China’s wisdom, to 
have brought Yoon Yun into the 
whirlwind that ensued after Korea. 
It was decided to put the campaign 
on ice and forget it for a time. 

However, after two years, every- 
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one concerned wanted the campaign 
to get started. Corrugated containers 
had loosened up. There was a sub- 
stantial investment in research and 
art. The company and agency both 
wanted the promotion to get under- 
way. But the dilemma of Korea and 
China remained. How would the 
public receive Yoon Yun? Would the 
introduction of this Chinese charac- 
ter prove to be a boomerang? 

Richard Manville Research was 
called upon to show samples of the 
direct mail pieces to business men 
to ascertain their reaction. A 52- 
page report revealed that 92% of 
the executives queried gave a favor- 
able response. The remaining 8% 
were uncertain, but there was no 
definite animosity; no opposition. 
Trade paper editors were questioned. 
No one thought that the Chinese 
treatment would offend anybody. 
The report was the signal to go 
ahead, and on October 15, three 
years after the inception of Yoon 
Yun, the first mailing was made. 

Corrugated containers and Chinese 
characters may seem a far-fetched 
combination. Yet, as the campaign 
unfolded and Yoon Yun commenced 
his missionary work, it turned out 
to be a wedding of inspiration. Be- 
fore long, everybody in the business, 
everybody who bought containers, 
looked forward to his mail visits. 

Two thousand executives who buy 
corrugated containers received a 
white cardboard 1142” x 134%” en- 
velope embellished with a pale green 
dragon and the caption, “The Dilem- 
ma of Yoon Yun.” The return ad- 
dress was listed as Post Office Box 3, 
China, Maine and beneath that a 
series of Chinese letters, which (if 
you knew the Chinese language) 
spelled out “Union.” The contents 
were designed to arouse curiosity 
from the recipients for upon the 
black cover of a cardboard folder 
the phrase, “The Dilemma of Yoon 
Yun,” was repeated in white letters 
on a black background. Attached to 
it were two 312” diameter steel rings, 
apparently held by a series of four 
colorful Chinese characters, super- 
imposed on the replica of a fan. It 
presented a fascinating combination 
of lithography and silk screen in 
various colors. 

Inside, the surprised executive 
found a Chinese legend concerning 
Yoon Yun and a beautiful princess, 
set in Legend, an unusual Bauer 
Alphabet face. The copy contained 
not a hint of corrugated containers. 
It is worth repeating: 


Once upon a time, in a far-away 


land, a young scholar named Yoon 
Yun fell in love with a beautiful 
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Campaign Conference . 





. . Client, agency men and suppliers periodically reviewed the 


Union campaign's progress. At this meeting the men are: (left to right) Arthur Herst, Herst Litho; 
Dick Cuffari, artist; Al Kay, designer-art director, Ross Art Studio; Fred Meendsen, Union 
Bag's vice-president in charge of advertising and sales promotion; John Manfredi, James Gray, 
Inc., who handled the mailing, and Ray Hagel, account executive, Smith, Hagel & Snyder. 


princess. So great were his emotions 
that he dared ask for her hand in 
marriage, even though he knew that 
her father, the Emperor, might 
choose instead to send him to the 
executioner’s block ... And indeed, 
the monarch, angered that a com- 
moner presumed to woo his daughter 
ruled that the young suitor must die. 
The princess who loved Yoon Yun 
dearly, begged her father for mercy. 
Yoon Yun, she pleaded, was wise 
beyond his years. If for no other 
reason, his life should be spared so 
that his wisdom might serve his Em- 
peror ... Swayed by his devotion 
to his daughter, the stern ruler sum- 
moned Yoon Yun before him. 


“If it is true that you are as wise 
as the wisest of the elders,” he de- 
creed, “I will make you a prince 
of the realm and you may marry my 
daughter with all my blessings. But 
first you must do that which none 
has done before you. If, by the time 
three suns have set, you have not 
succeeded, your head shall be your 
forfeit.” 


And this was his challenge, “You 
must join that which cannot be 
joined, and separate that which can- 
not be separated—or by my King- 
dom, I will separate that which is 
joined together now.” Should you 
(and in this space the executive’s 
name was hand lettered) like Yoon 
Yun, dare attempt to join that which 
cannot be joined, the rings are yours 
to lock. Before three suns have set, 


you shall hear more about the links 
of steel—and the head of Yoon Yun.” 


There were five colorful Chinese 
illustrations worked into the copy. 
And quite obviously, the appearance 
of the two rings presented as much 
of a dilemma to the recipients, as it 
must have been to Yoon Yun. Who 
among you would have dared dis- 
card the two rings with the implicit 
promise that in three days you would 
hear more about the links of steel? 


> A few days elapsed, and then in 
accordance with a carefully thought 
out schedule of mailing, another 
piece, this time actually enclosed in 
a corrugated container, was sent. 
Again there was the black cover, 
now with the phrase, “Joyous Greet- 
ings from your friend Yoon Yun.” 
There were the four Chinese charac- 
ters and two more steel rings fas- 
tened on the cover, apparently being 
manipulated by Yoon Yun. The copy 
inside is written in the same spirit 
and in the same type as the first mes- 
sage. The tale continues and defies 
the reader to toss the folder away 
unread. You learn that Yoon Yun is 
thrust into jail, where with the aid 
and connivance of the princess and 
the palace ironmaker, a bold plan is 
evolved to help him solve the ap- 
parently impossible problem. 

On the back of the folder, held 
in a red container and glued to the 
folder, the expectant reader finds 
four more rings, three joined to- 
gether and one single one. Upon 
opening the container there is a set 
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of instructions explaining the magic 
rings of Yoon Yun, which are known 
to the world’s great magicians as 
The Illusion of the Chinese Linking 
Rings. Again, in the copy there is 
a promise of another Yoon Yun com- 
munication “before another three 
suns have set.” 

Thus far, you will note that there 
has been no indication that the prod- 
uct to be sold is corrugated shipping 
containers. I am sure you can easily 
visualize some 2,000 business execu- 
tives wondering what this is all 
about, and highly intrigued by the 
goings on—looking forward to Yoon 
Yun’s next mail visit. 


> Mailing number three was sent 
out in a plain red envelope. Inside 
there was an 812” x 11” French fold 
piece with the heading, “The Real 
Secret of Yoon Yun’s Magic Rings,” 
and below that there appeared an 
illustration of a Union Bag & Paper 
shipping container with the figure of 
Yoon Yun finishing the hand-painted 
linking rings, Union’s trademark, 
and the words “Integrated Planning” 
and “Integrated Production.” Now 
the secret was out and 2,000 men 
who buy shipping containers found 
out that Yoon Yun’s real mission 
was to introduce Union’s corrugated 
containers. Copy-technique in this 
piece is outstanding and very 
cleverly links the real rings of Yoon 
Yun to the rings found in the cor- 
rugated boxes of Union. 

“You won't be able to see them. 
They’re invisible. You won’t be able 
to unlink them. They’re indivisible. 
And you can’t separate them from 
a good box. 

“A corrugated container, like any 
other manufactured product is the 
result of careful planning—from start 
to finish—and of careful production 
—from start to finish.” 


> The fourth piece in this spectac- 
ular direct mail program came in a 
brown 6” x 9” envelope. Inside a 
17” x 22” photo-offset piece printed 
both sides in dark forest green, red 
and other colors, and folded to 512” 
x 812” was enclosed. There was a 
series of trees, with the Yoon Yun 
figure and the words, “When con- 
sidering boxes, sometimes wise to 
look at forest and trees.” The folder 
opens to 84%” x 11” with copy re- 
garding Union’s timberlands, then 
to 11” x 17” with a tree depicted 
thereon. The tree shows samples of 
the various paper containers for 
which Union has been famous for 
over 75 years, then the folder opens 
again to its full size of 17” x 22” 
showing corrugated containers with 
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names of well-known users, again 
to simulate the branches of a tree. 


> The fifth mailing reached pros- 
pects in a corrugated shipping con- 
tainer. Inside, there was a heavy 
folder, with a rich red acetate cover 
and an illustration of a die-cut cat 
in the upper left hand corner. “The 
Nine Lives of Your Corrugated Box,” 
was printed in black on the red 
cover. Then, opening the cover, there 
came a gigantic cat which our now 
well-remembered friend, Yoon Yun, 
literally pulled out of a box. 

Copy and photos in the folder told 
about the nine tests a Union con- 
tainer must pass. 


> Piece number six reached the 
prospect in a Union container. Inside 
was a colorful puzzle. The puzzle is 
attached to the cover of the folder, 
which has a heading, “The Parable 
of Lo Ding.” The base of the puzzle 
was designed to look like a cart. It is 
constructed of wood and contains 
several blue plastic rectangles. The 
problem involves the removal of a 
large “crate” from the “cart” by 
manipulating the other “crates” 
without actually removing them. 

Copy stresses efficient loading and 
stacking methods and points out 
that Union can aid in streamlining 
methods. 

The seventh piece arrives once 
again in a corrugated container. It 
is a French fold piece with an illus- 
tration of a boy carrying a pole over 


Integrated Theme 
its exhibits and trade shows. 


his shoulder. From it is slung an 
actual cloth bag containing a minia- 
ture can of soup, hamburger, pear 
and banana. This is a French fold 
which obviously uses more paper 
and is more expensive than an or- 
dinary 11” x 17” folder, but is really 
much more effective. The paper used 
in virtually all of the mailings is an 
antique stock. 


> The next mailing, number eight, 
features a fascinating gray, red and 
black illustration of a string of fire- 
crackers. Peeking out of one of the 
firecrackers and looking like a fuse 
is a black strip about 1” long and 14” 
wide. The word “pull” is easily seen. 
Obviously, everybody pulls. I know 
that I did and out came a length of 
black paper with selling copy in 
white and red. Inside the folder, 
Yoon Yun waves a couple of spark- 
lers. As in all of the pieces, effective 
copy creates a direct tie between the 
illustrations and the product Union 
is promoting. 

From a production standpoint the 
ninth mailing provides much inter- 
est. It is a plastic-bound booklet. 
The black cardboard cover depicts 
a wealthy Chinese merchant clad 
in a rich looking red, blue and gold 
garment, an effect obtained by a com- 
bination of lithography and _ silk 
screen, the natural gold lustre being 
applied through silk screening. In- 
side, seven die-cut figures of the 
merchant in his fabulous garments 
appear. Each of the die-cuts has the 
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ics, maybe 
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to keep the editors of Adver- 
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merchant in a different garment—all 
using the same lithography plus silk 
screen process. On the back of each 
die-cut, the merchar.t appears in 
black and white holding a manila- 
colored Union carton. On the last 
die-cut, the merchant has his arm 
around our old friend, Yoon Yun, 
who holds the box. 

A special campaign piece was 
mailed to reach the list during the 
holiday season. It was a unique 
Christmas card and conveyed Yoon 
Yun’s holiday greetings. The card 
arrived folded to 4” x 9%” and 
opened to 758” x 18%”. 


> Mailing number ten featured an- 
other puzzle. It was a set of magnetic 
“pick-up sticks.” The colorful sticks 
were sent with a folder which told 
about “The Tournament of the Rain- 
bow Sticks,” and pointed out that 
the game dated back to the Man- 
darins. 

Next came a folder, “The Six Por- 
tals to Good Fortune.” It was dis- 
tinguished by an embossed figure of 
an Oriental god. Copy is built around 
the Chinese superstition that six was 
a lucky number. 

You can readily see that research 
and study of Chinese history and 
legend played a big part in the effec- 
tiveness of the campaign. The next 
piece, for example, was entitled, 
“From the hair of a hare to one of 
the greatest construction feats of all 
time.” The four page folder, printed 
in tan, black and blue on antique 
stock, continues the Chinese treat- 
ment with the story of Meng T’end, 
who created the hair brush pen and 
also built the Great Wall of China. 


> Six more mailings remain in the 
Union campaign. Most of them will 
be folders with Chinese fables and 
related selling copy for Union. One, 
however, will attract special atten- 
tion. It is a box containing a dozen 
Chinese litchi nuts. 

As an added touch to the cam- 
paign, Union salesmen’s cards are 
encased in a little envelope with the 
figure of Yoon Yun on the outside, 
thus connecting their visit with the 
direct mailings. 


> How successful Yoon Yun will be 
in his undeviatingly fascinating mail 
visits to sell Union corrugated con- 
tainers it is still too soon to say, since 
the campaign is going on as this is 
written. However Union’s salesmen 
report that doors are opening wide 
for their visits. And Union’s sales 
department is highly pleased with 
scores of complimentary letters such 
as this one from a nationally known 
company: 

“As a ‘purchasing agency with 
years of experience, I thought we 


Calling Card . . . Union Bag salesmen's 
business cards were encased in small en- 
velopes decorated with the figure of Yoon 
Yun which connected sales calls to the direct 
mail pieces. 


had seen every possible means of 
attracting attention by advertising, 
but it was refreshing to see a com- 
pletely new and interesting method 
of bringing to our attention the qual- 
ity of the product you are selling 

. such individuality of thinking 
reflects very highly on your com- 
pany and makes us most receptive 
to the idea of some day doing busi- 
ness with you.” 


> “Planning, cooperation, teamwork 
throughout, all contributed to the 
success of Union’s campaign,” says 
Fred Meendsen. “From start to fin- 
ish, there was complete liaison right 
along the line. We were all in on 
everything and that includes Ac- 
count Executive Ray Hagel; Arthur 
Herst of Herst Litho; Dick Cuffari, 
artist, and Al Kay, designer-art di- 
rector, Ross Art Studio; John Man- 
fredi of James Gray, Inc., who di- 
rected the mailing, and myself. It 
was a striking example of effective 
planning and coordination and shows 
what can be accomplished when 
everybody concerned or connected 
with a campaign is called in for con- 
ferences from the very beginning 
and is kept fully informed on all that 
transpires.” 44 


Tell How To Improve 
Direct Mail Pieces 


Five common weaknesses in direct 
mail promotions are discussed in a 
16-page, pocket-size booklet issued 
by Names Unlimited (New York). 
The folder, Profitable Pointers on 
Selling By Mail, also makes eight 
practical suggestions for improving 
mail promotions. 

The five common weaknesses are: 
Failure to establish cordial relations 
with the reader; failure to present 
the story and offer from the readers’ 
point of view; failure to impress the 
prospect with multiple advantages 
to himself—what will it do for him?; 
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failure to organize the elements into 
a clear and easily followed flow pres- 
entation, and failure to tell the 
reader exactly what he is expected 
to do. 

The practical suggestions concern 
such problems as: Is a letter neces- 
sary? How is Your Order Blank? 
How about the return envelope? 

Color headlines divide the various 
problems and discussions making the 
booklet a handy reference source. 


For your copy circle No. 503 on the 
Reader's Service Card near back cover 


Direct-lmage Process 
Announced by Fototype 


Direct mail users who have been 
preparing their own material on 
Multilith and other offset machines 
have long hoped for a method of 
combining all elements of a job on 
a single master without requiring 
photographic plates. Such a method 
has been announced by Fototype, 
Inc. (Chicago). 

Invented by Donald F. Bucking- 
ham, the new process completely 
eliminates costly negatives and 
photographic plates on many forms 
of offset printing. It permits combi- 
nation of artwork, Fototype display 
type faces, typewritten copy, type 
proofs and other elements on a single 
master. The paste-up goes right on 
the press. 

Runs as high as 5,000 have been 
made from an original paste-up us- 
ing this method. Additional masters 
can be pre-printed from the original, 





Reduces Printing Costs . . 
new Direct-lmage process cuts costs of print- 


. Fototype’s 


ing by offset. All elements of a job—art- 
work, display types, typewritten copy, type 
proofs, etc.—can be pasted up on a single 
master and run directly without making a 
photographic copy. 
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making press runs of almost unlim- 
ited quantity. 


> Fototype calls the new process 
“direct-image.” In a booklet, Lith- 
ography Without Photography, the 
mechanics of the new process are 
explained: 

“Fototype display lines, pre- 
printed artwork, etc., are inserted 
into cutouts made in a paper master 
on which typing has already been 
done, and the whole plate backed up 
with a _ pressure-sensitive backing 
sheet. The inserted material is then 
sealed off by painting a special sealer 
over the area and removing the sur- 
plus with a squeegee. This is done 
to prevent the cracks around the cut- 
outs from printing. The plate is then 
ready for the press.” 

The booklet explains that this 
method has distinct advantages over 
photographic plates on many jobs. 
However, it is not designed to com- 
pletely eliminate such plates. The 
booklet explains: “There are many 
cases, especially where halftones are 
involved, that photographic plates 
should definitely be used.” 


> The method was developed basi- 
cally as a means to increase usage 
of Fototype display types in offset 
duplicating. Fototype consists of in- 
dividual letters printed on_ tabs, 
which can be torn from “fonts” and 
aligned in a stick similar to that 
used by a printer in setting type. 
Once a line of Fototype is set up in 
the stick it is “connected” by ad- 
hesive tape and is ready for repro- 
duction. Previously, however, it was 
necessary to have the line dupli- 
cated photographically before it 
could be used for offset printing. 

At present 23 styles of Fototypes 
are available for use by the direct- 
image method and others will be 
available soon. More than 200 pre- 
printed artwork subjects are also 
available. 

A complete kit of layout materials 
consisting of sealer, sealer powder, 
sealer brush, squeegee, stylus, back- 
ing sheets, artwork sheets, pressure 
adjustment indicator, ruler, instruc- 
tion sheet, Direct-Image Artwork 
catalog and a sample plate are avail- 
able at $7.50. 

Complete information on the proc- 
ess and samples of available type 
styles and artwork subjects are con- 
tained in Fototype’s 18-page book, 
which, itself, was printed by the di- 
rect image method. The _ booklet 
shows a good comparison of type- 
writer and type-set composition for 
body copy. 
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CAN YOU ANSWER? 


@ What is the relative effective- 
ness of Ist class postage 
compared with 3rd class? 


@ What is the size limit of a 
catalog envelope necessary 
to enjoy minimum 3rd class 
postage ? 


@ What mailing combination of 
enclosures can be expected 
to bring best returns? 
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an unequalled service for those who specify type... 


For you who have an intimate knowledge of typography, Monsen has more 
than 750 type styles from which you can choose . . . a face, a weight, a size 
to express the exact feeling or color you want .. . from a quiet whisper to a 
resounding smash . . . from delicate femininity to rugged masculinity. 

At Monsen, highly trained typographers follow your instructions pre- 
cisely . . . taking the painstaking care and adding those minute refinements 
which cannot be specified but which spell the difference between average 
and excellent typography. 


and those who leave it to others 
Should you wish to free yourself of typographic mark up .. . to leave it to 


others... you can rely on the sound judgment and good taste of your 
Monsen Service Man. He is a trained artist-typographer, assigned to your 
account to give you constant personal attention . . . to learn your needs... 
to see that you get the finest typography available... and that you get it 


when you want it. 


se nd today This handy 78 page book shows sample lines of hundreds of 
for your free ; type faces and gives helpful information about each, including 


we the average number of characters to the inch. A real working 


. _ a 
typographic sh hicaga tool for those who specify or buy typesetting. 
handibook ~ 


oe 
Monsen-Chicago, Inc. 
22 East Illinois Street, Dept. AR-5 . . . 
Chicago 11, IMlinois Serving the typographic needs of customers in 48 states & throughout the world 


Gentlemen: Please send me a free copy of 


your 18 page Typographic Handibeck. MONSEN-LOS ANGELES, 928 S. FIGUEROA ST. 


MONSEN-WASHINGTON, D.C., 509 F ST., N.W. 
name was oo 


firm 


Monsen-Chicago, Inc. 


22 EAST ILLINOIS STREET, CHICAGO 11, ILLINOIS 


address 


city 


28 Advertising Requirements 












The most interesting aspect of 
typography as practiced today is 
found in advertising. This is as it 
should be, for of all the uses of type, 
it is in advertising that it is used most 
dynamically, most progressively, 
and most experimentally. 

This is probably true because ad- 
vertising, by its very nature, de- 
mands the new and different and is 
neither bound by rules nor tradition. 
It is this breaking with precedent 
that makes today’s advertising ty- 
pography both interesting and chal- 
lenging. 

One of the more obvious forms 
of this cleavage with tradition is seen 
in the selection of type faces. Com- 
binations of faces are used that would 
have been unheard of only a few 
years ago and these combinations 
have resulted in the creation of some 
rather unusual appearing ads and 
also some highly successful ones. 
Needless to say, some horrors have 
been foisted upon the public as well, 
but this might be chalked up as a 
result of ignorance of the reasons 
behind the selection of certain com- 
binations . . . the result of blind 
copying rather than creative thought. 


> The lack of any set rules to guide 
the typographer makes his job 
doubly difficult, of course, because 
he has no crutch to lean on, no prec- 
edent to refer to. But he does know 
the characteristics of type .. . its 
bones and muscles so to speak. For 
instance, he knows that type has 
color or weight; it has movement 
either horizontally, vertically, or 


diagonally; it is subject to historical 
association in a reader’s mind; and in 
some instances can help to create a 
mood. 
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It is these characteristics of type 
that we employ to advantage to en- 
hance our advertising, and it is these 
characteristics that must be studied 
as carefully as an artist must who in- 
tends painting in a new medium em- 
ploying a completely new technique. 


Color Each individual type 
face has a definite weight or color. 
Some faces such as Futura Light, 
Lightline Gothic, Stymie Light, and 
similar ones have a minimum 
amount of color. Others are much 
bolder and carry a large amount of 
color. Some of the faces in this cate- 





gory would be Futura Ultra Bold, 
Cooper Black, Airport Black, Futura 
Display, and Ultra Bodoni. Gara- 
mond, for instance, was once called 
a “white letter” in differentiating it 
from the more common “black let- 
ter” of that period. Type color plays 
an extremely important part in the 
balance of an ad. When type is set 
en masse as in the textmatter, the 
selection of a face too light or too 
heavy for the other elements in the 
layout can result in throwing the 
entire composition out of balance. It 
is important to think of textmatter 
as similar to a Ben Day screen of a 
like tone when making the type se- 
lection. 


Texture ... It has only been dur- 
ing the last couple of decades that 
the texture of type has been given 
the consideration it now enjoys. Be- 






By James M. Secrest, President, New York Type Directors Club 







fore the Bauhaus movement in Ger- 
many, and their fine efforts towards 
a “New Typography,” type was se- 
lected on the basis of color and legi- 
bility alone. As you know, texture 
plays a very important part in mod- 
ern art... the intermingling, blend- 
ing, contrasting and overlapping of 
textured surfaces in collages and 
paintings strove to affect the tactile 
senses through the eyes. It was soon 
recognized that type also had tex- 
ture, each face different from the 
next. Thus, type texture was soon 
incorporated in their work, by the 
use of torn scraps of newspapers in 
their collages and drawing facsimiles 
of these scraps in their paintings. 


Directional Movement... All type 
faces, whether we are conscious of 
the fact or not, have movement. This 
movement can be horizontal as in 
the case of Century Schoolbook, 
Paragon, Ionic, Textype and others 
that feature very short ascenders and 
descenders. Or it can be vertical as 
found in the faces that have long 
ascenders and descenders like Bo- 
doni Book, Piranesi, Bernhard Mod- 
ern, etc. Italics by the very nature 
of their design have a diagonal flow 
which, in turn, can be fast, lazy or 
erratic. 

The importance of these flow lines 
cannot be overemphasized. It is 
important because, like any other 
lines in the ad, if they intersect 
either actually or by implication, 
they set up a tension at and adjacent 
to this intersection. This area is thus 
considered to be the scene of con- 
flicting forces and results in great 
attention-arresting possibilities. 

The directional movement of type 
can also be used to guide the reader’s 
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eyes through the ad to some extent 
in much the same manner as lines 
and spots of color employed by the 
illustrator. Very often if the illustra- 
tion features a vertical structure, a 
display line with horizontal move- 
ment is chosen to lead into it purely 
for the sake of the dynamic possi- 
bilities inherent in the two conflict- 
ing movements. 


Historical Association . . . Con- 
sciously or not, certain type faces 
do have an historical association in 
the minds of readers. For instance, 
the “black letter” faces like those 
more commonly known in this coun- 
try as “Old English,” are associated 
with ecclesiastical work. In the same 
manner, many of the faces with a 
Venetian ancestry such as Medieval, 
Benedictine, and similar designs, as 
well as those like Hammer Uncial 
and Libra, suggest antiquity. The 
prime example of historical associa- 
tion insofar as this country is con- 
cerned is Caslon. Caslon is usually 
associated with the American Revo- 
lutionary period because the Dec- 
laration of Independence was printed 
from this type as well as practically 
all other printing up to the year 1800. 
This fact has been taken advantage 
of by many advertisers in stressing 
an early American product. 


Mood... Rightly or wrongly, many 
readers place type faces in definite 
categories of their own. They think 
of a given face as a “fashion” type, 
an “industrial” type, or possibly as a 
“primer” face. This fact can be 
taken advantage of in two ways. 
First, by using it for the products 
with which it is commonly associated 
to create a fashion or an industrial 
mood, or, secondly by employing 
these faces with a touch of “reverse 
English.” In other words, instead of 
using Stymie Black for a heavy in- 
dustry client, which is the rather 
prosaic approach, try it for your 
next lingerie ad. The very fact that 
it seems so out of place to the casual 
reader makes it worth its weight in 
gold for its attention arresting value. 


> Yes, today’s advertising does offer 
a challenge to the typographer. If 
this challenge is accepted it is pos- 
sible for the typographer to create 
some different effects which in turn 
can pay off in readership. He will 
find himself employing a variety of 
the foregoing devices even in a single 
display line. He may gain emphasis 
through contrast by using completely 
dissimilar weights of type or by 
using two types with different tex- 
tures. He may also use faces with 
different directional movements . . 

or possibly combine all these devices 
in this single line. 44 
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The use of type can best be under- 
stood through a knowledge of how 
the type came into being, the design 
elements of the face, and how it has 
been and is being used. In the com- 
ing series of visual forums, the Type 
Directors Club will explain and show 
how type is used by presenting a 


Texture 


The use of type can best be un- 


derstood through a knowledge 
of how the type came into be- 
ing, the design elements of the 
face, and how it has been and 
is being used. In the coming 
series of visual forums, the 
Type Directors Club will ex- 


The use of type can best be under- 
stood through a knowledge of how 
the type came into being, the de- 
sign elements of the face, and how 
it has been and is being used. In 
the coming series of visual forums, 
the Type Directors Club will ex- 
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the design elements of 
the face, and how it has 
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In the coming series of 
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and is being used. In the com- 
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Type Directors Club will ex- 
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stood through a knowledge of how 
the type came into being, the de- 
sign elements of the face, and how 
it has been and is being used. In 
the coming series of visual forums, 
the Type Directors Club will explain 
and show how type is used by pre- 
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Simple Copy Counter 
Developed by Langer 


Another innovation in copy count- 
ing devices—and one of the sim- 
plest to operate—has been devel- 
oped by Jack Langer of Adverco 
(Detroit). Called the Langer Copy 
Counter, the device consists of four 
transparent plastic cards, each 
printed with computations to meas- 
ure the number of alphabet letters 
needed to fill a block of copy on an 
advertising layout. 

There is one card each for 8, 10, 12 
and 14-point types. To “operate,” 
an adman places the upper corner 
of the counter in the top-left corner 
of the copy block. He then merely 
checks the number printed on the 
portion of the sheet which falls in 
the lower-right corner of the copy 
block and is given the number of 
characters needed to fill the block. 


The Langer counter is computed 
on an average of several type faces 
for each size. Additional details are 
explained in a folder issued by the 
firm. 


For your copy circle No. 505 on the 
Reader's Service Card near back cover 


Cartoon Style Letters 


Illustrated in Folder 


Adding that extra special touch 
to layouts is the business of Flexo- 
Lettering (New York), designers 
of hand lettering styles. The com- 
pany has an eight-page, two color 
brochure describing its cartoon let- 
tering styles. Twenty-five different 
faces, particularly adapted to adver- 
tising slogans, are illustrated. 

The company handles more than 
200 different faces available for $1.75 
per word—minimum charge, $5. Spe- 
cial caps, extra flourishes and open 
style alphabet, not shown in the 
brochure, are available for a small 
extra charge. 


For your copy circle No. 506 on the 
Reader's Service Card near back cover 


Lettering Exhibit Opens 


An exhibition of the lettering of 
Ed Benguiat at The Alphabet Gal- 
lery, 216 East 45th St., New York, is 
being shown from April 1 through 
June 12. This exhibition includes 
hand-lettering for advertising agen- 
cies, preliminary sketches and fin- 
ishes of type designs. Finished letter- 
ing samples of editorial work are 
also shown. 
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Chicago Firm Creates 
Production Tool Kit 


A set of three production tools— 
an artwork and photograph reduc- 
tion calculator, a type line gauge and 
a “typemeter”—has been devised by 
O. M. Forkert & Associates, Chicago 
graphic arts consultants, to help ad- 
vertisers engineer production prob- 
lems. The “instruments” are made of 
plastic and handsomely boxed. Brief 
instructions for use are imprinted 
on each gauge. 








eliminate 
handset 


The artwork proportion scale is 
probably the simplest calculator of 
its type yet developed and can be 
used easily by even an inexperienced 
adman. The gauge is circularly 
shaped and the reduction calcula- 
tions are determined by rotating a 
pointer and a dial. 

The type line gauge is similar to 
the many already used by adver- 
tisers and editors. The line gauge 
resembles a ruler except that in 
place of inches, the numbers repre- 
sent type lines. By laying the gauge 
on a layout or given white space, the 











By having your type machine-set 
photographically in miniature on a 
revolutionary new machine, you'll 
be able to eliminate costly hand- 
setting for display heads, broad- 
sides and all jobs containing large 
type. Razor-sharp Phototype comes 
to you in any size you want, from 
4 point to 288 point or larger, direct 
on film for stripping in, or on paper, 
ready for paste-up. This entire ad- 
vertisement was set with Phototype. 
Write for complete Phototype story. 


WARWICK TYPOGRAPHERS, INC. 


lype 


with 
WARWICK 
PHOTOTYPE 





Dept. F-5, 920 Washington Ave., St. Louis 7, Mo. 
Overnight by air mail from most of U.S. 
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WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 


exact number of lines for type sizes 
ranging from agate to 18 point can 
be determined. 


> The graphic “typemeter” was de- 
veloped using the basic principles of 
the slide rule. Its sliding rules an- 
swer four production problems: 


© How much space is needed to con- 
vert a given amount of pica or elite 
typewriter copy into a given style 
and size type. 


@ How much copy is needed to fill a 
given amount of blank space with a 
given style and size of type. 


e How much typematter is needed 
to fill a given amount of blank space 
with a given quantity of copy. 


e The number of characters and the 
approximate number of words in any 
amount of typewritten copy. 

A booklet of instructions for each 
tool is enclosed with the kit. With 
the instructions are lists of the typo- 
graphic alphabet lengths for all com- 
mon Linotype, Monotype, Ludlow 
and Intertype faces. 

An illustrated brochure describ- 
ing and explaining when, for what 
purposes and how to use each tool 
is being distributed by the company. 


For your copy circle No. 507 on the 
Reader's Service Card near back cover 


Unusual Use of Color 
Cuts Costs Two-Thirds 


Four color impact at a fraction of 
the usual cost has been achieved in 
magazine advertising of the Lassiter 
Corp. (Charlotte, N. Car.) as a re- 
sult of a layout technique developed 
by the Lavenson Bureau of Adver- 
tising (Philadelphia). 

Two ads have been prepared and 
placed to date, with more in the 
works. The first announces sales 
results on a new package for Downy- 
flake waffles, which was designed 


Watch 
Downytlake 


sales “pop up ° 
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and printed by Lassiter Corp. The 
package is reproduced by means of 
four color plates, measuring approx- 
imately 2”x 2”, with the remainder of 
the page printed in black and white. 
Ingenious layout gives the appear- 
ance of the entire ad being designed 
as a full color job. 

In the Downyflake ad, two color 
packages are shown in the “window” 
of a cash register. The register is an 
all-black pen and ink drawing a la 
Steinberg. The only other touch of 
color is in the logo diagonally across 
the page from the full color pack- 
ages. It is a straight type and trade- 
mark box in red, yellow and black. 

The second ad utilizes a similar 
technique to highlight a new package 





Two MANNS For Every Woman 
Soca cee “LASSITER 
! =O 


Ae tame pei ae 


for Mann’s potato chips. Here a 2}2” 
x 249” illustration of the Mann pack- 
age in full color is featured ina sim- 
ilar style pen and ink drawing. This 
one shows the package in the basket 
of a supermarket cart. 

Plate costs on both ads were es- 
timated at about one-third the nor- 
mal costs for ads carrying full color 
illustrations. The series is running 
in Frozen Food Age and Packaging 
Parade. 44 


sign, newspaper typography, picture 
magazines, picture stories, modern 
books, stationery, typographic trade- 
marks and the New World picture 
will be studied. 

An international exhibition of con- 
temporary graphic arts, containing 
about 100 samples of the finest work 
of outstanding designers and typog- 
raphers of today, will be made avail- 
able to participants in the course as 
part of the workshop studies. 

Registration fer the advanced ty- 
pography workshop will be limited 


to 25 students. Applicants must sub- 
mit an outline of their training and 
have had several years experience 
in some phase of typography or lay- 
out as a prerequisite for the work- 
shop. 

Information about the course, fee, 
or registration may be obtained by 
writing Clement E. Trout, Head, De- 
partment of Technical Journalism, 
Oklahoma A & M College, Stillwater, 
Okla. Housing accommodations will 
be available in the Student Union 
Club where the workshop will meet. 


44 








Big business is every bit as interested in 
saving money as small business. 

And the larger the company, the greater its 
opportunities for slicing the fat out of costs. 

The Victor Adding Machine Co., makers 
themselves of equipment designed to increase 
office efficiency, have long employed Fototype 
as a fast, professional and remarkably simple 
method of setting their headlines and copy. 

Every year, Victor’s advertising department 
produces scores of flyers, brochures, price lists 


and merchandising pieces utilizing Fototype. 
They also publish their company magazine, 
using Fototype for all headlines. 

Victor estimates that Fototype saves them over 
$1,500.00 a year. 


If your business requires printed materials, 
you too can figure on big savings with Fototype. 
Anyone in your office can set it—a stenographer 


College to Sponsor 
Typography Course 


The latest trends and develop- 
ments in graphic arts and design will 








be discussed in an advanced typog- 
raphy workshop sponsored by Okla- 
homa A & M College (Stillwater), 
June 1-6. Typographers, layout and 
production men will be invited to 
study how to produce better printed 
matter. 

Otto M. Forkert, president of O. M. 
Forkett & Associates (Chicago), 
will direct the group. Such problems 
as the history of modern typography, 
typographic poster art, magazine de- 
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set this entire ad! 


Write today for a free catalog illustrating 250 
styles and sizes of Fototype. And set yourself 


for savings! 





1413 Roscoe Street 
CHICAGO 13 
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A New|Handbook Gives 





Recommended 


Quality Standards 
on R.O.P. Color Materials 


Color has emerged as one of the 
foremost aspects of newspaper print- 
ing. It has captured the eye of the 
consumer and the heart of the ad- 
vertiser, and its abundant use is a 
tribute to the progress being made 
in the quality of its reproduction. 

Probably more recent develop- 
ments have been made in this par- 
ticular field of advertising produc- 
tion than in most any other. In spite 
of these advances, however, many 
advertisers are not getting a full 
measure of value for their expendi- 
tures. Many times this results from 
a lack of understanding of the basic 
principles of newspaper color print- 
ing. 

To help overcome this problem, 
Lake Shore Electrotype Co. (Chi- 
cago), a division of Electrographic 
Corp., has just issued a 12-page 
manual giving recommended qual- 
ity standards on ROP color mate- 
rials for agencies and engravers. Ac- 
cording to F. E. Reilly, president of 
Lake Shore, it was based on infor- 
mation compiled in an _ extensive 
survey among U. S. newspapers to 
determine quality standards for the 
mechanical phases of ROP color 
advertising. 


> Actually, the helpful manual is a 
product of several years of research 
by Lake Shore. Into its pages has 
gone the advice of a large number 
of the foremost agency, newspaper 
and engraving technical men. 

While AR does not have the space 
to publish the entire text of the 
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booklet, key points are digested be- 
low. Complete copies of the manual 
are available from Lake Shore. For 
your copy, circle No. 501 on the 
Readers’ Service Card near the back 
cover of this issue. 


Art Standards 
Materials 


1. Drawings . .. When possible, sim- 
plify art work by using wash draw- 
ings with large areas, refraining 
from small intricate designs where 
poor register could result. Care 
should be exercised in the use of 
magazine art work, and where it is 
used, the reproduction problems 
should be discussed with the en- 
graver. Use opaque colors wherever 
possible. If transparent colors are 
used, be sure they are of sufficient 
density to hide under color. Color 
must have enough density to cover 
paper so that camera cannot pick up 
paper color. 

2. Photography .. . In using photo- 
graphic separations, care should be 
exercised to reduce heavy under 
color photographically and maintain 
contrast in clean open values, keep- 
ing all units large. 


3. Dimensions . .. Art work should 
be made up so that engravings 1442” 
in width and 20” in length can read- 
ily be made from it. Based on the re- 
cent report of the ANPA with re- 
spect to new column widths, the 
minimum size of all daily newspa- 
pers printing ROP color is 1438” by 





19%”. It is necessary to maintain en- 
gravings to the above size in order 
to meet the specifications of the 
smallest printed newspaper page. 
This applies to black and white full 
pages as well as color pages. 


Composition 


4. Overprint . . . Eliminate over- 
print as much as possible because 
the nature of the paper (newsprint) 
does not permit proper drying of the 
second, third, and fourth down 
colors as newspapers, unlike maga- 
zines which use heat set inks, use 
regular inks which occasionally pro- 
duce dirty, smeared printing. 

5. Fine Lettering .. . Thin lines or 
rules and medium or small lettering 
reproduce better under press condi- 
tions when they are restricted to one 
color. When it is necessary to use 
more than one color, register is 
aided by terminating the lighter 
colors inside of the heavier color. 

6. Reverse Lettering .. . In reverse 
lettering, if more than one color is 
used, make the lettering in the 
lighter color larger than the darker 
color. Small letters with fine serifs 
are not practical and should be 
avoided. 

7. Lettering Adjoining Illustrations 
... If lettering runs in a band above 
or below the illustration, watch the 
color balance of the lettering in re- 
lation to the illustration to allow the 
running of a sufficient quantity of 
ink in the illustration without upset- 
ting the color balance of the lettering. 
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Engraving Standards 
Materials 


8. Gauge and Type of Metal... To 
produce the ultimate in register and 
quality of reproduction, 16 gauge 
copper or gem metal should be used 
in producing ROP color engravings 
because such metals as zinc will not 
stand up under repeated hot mat 
molding. 


9. Combination of Metals .. . Elim- 
inate as much as possible combina- 
tions of two metals such as copper 
and zine or copper and electrotype 
metal except for type patches. En- 
gravings made from combinations of 
metal distort during molding, pro- 
ducing poor register. 

10. Patches .. . If patching is nec- 
essary after engravings are com- 
pleted, the patches must be dove- 
tailed inside the page area as the 
bearers are cut off before making 
mats. The dovetails are required be- 
cause in hot mat molding, solder 
patches will melt and result in mis- 
register in the area patched. 

11. Size ... Page size printing area 
is not to exceed 1442” in width, and 
20” in length to fit minimum size of 
all daily newspapers printing ROP 


color. 


Screen 


12. Lines . . . 55 to 75 line screen, 
depending upon subject matter. 
13. Etching Depth . . . Depth in ac- 
cordance with ANPA specifications: 
Light Tones 
.007 to .008 of an inch 
Middle Tones 
.0045 to .005 of an inch 
Dark Tones 
.0025 to .0035 of an inch 


14. Shoulders Engravings 
should be made with a clean, smooth 
etch and the absence of shoulders. 


15. Reverse Lettering . . . In re- 
verse lettering, if more than one 
color is used, etch the lettering in 
the lighter color larger than the 
darker color. Small letters with fine 
serifs are not practical and should 
be avoided. 


Dead Metal 
16. Marking .. . All inside dead 


metal must be retained or replaced 
after proofing and marked clearly by 
“X” or some other designation, to 
indicate dead metal. 

17. Bearer ... A minimum one 
inch bearer is required on the out- 
side of the printing area. 

18. Size ... All engravings must be 
the same size as the largest overall 
plate to allow for uniform register 
marking of all colors. 
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Register Marks 


19. Location . . . Engravers’ regis- 
ter marks must be located inside 
subject matter of advertisement at 
points as far apart as possible. They 
are to be placed when possible one 
in each of the four corners or to 
form a rough triangle with three 
marks within the ad area. 

20. Centers ... Do not remove the 
center cross sections of these regis- 
ter marks. 

21. Assemblage ... All color en- 
gravings should be in one piece and 
unmounted to assure accurate regis- 
ter. Assembled units should be of 
the same thickness and level to in- 
sure proper molding for register. 
Finishing 

22. Routing . . . Shoulders should 
be eliminated around illustrations, 
rules, type, etc., by routing close and 
trimming 4° off vertical. Gutters 
shall be routed to a depth of .040” in 
accordance with ANPA specifica- 
tion and held to a width of 1%” be- 
tween line matter and dead metal. 
23. Outlining . . . When separating 
live elements from dead material, 
outlining must be as nearly vertical 
as possible to avoid shoulders. 

24. Hard Edges .. . Engraver must 
single tool all screen edges when 
drop-outs exist to eliminate the pos- 
sibility of hard edges in the final 
printing result. Curved stereotype 
press plates will accentuate defects 
not discernible in the engravings. 





PHOTO 
ENGRAVING 
CORP 


“| don’t care if it does dramatize our fast production facilities . 
a damn fool in this outfit!” 


25. Proofing . . . Pull color proofs 
and progressive proofs on newsprint 
stock using newspaper color ink, in- 
dicating sequence of colors laid 
down. 


26. Marking . . . Stamp color on 
each engraving. We recommend that 
the advertiser or agency assign to 
each ad a serial number or other 
identification marks for quick ref- 
erence by the engraver and the mat 
supplier. 

27. Vignettes ... Vignettes and soft 


backgrounds often print poorly. 
Vignettes especially are trouble- 
some. The supposedly soft edges 


harden and blacken during the 
process of newspaper printing and 
often ruin the effect of the illus- 
tration. Avoid vignettes in very 
small completely enclosed areas. 
When two or more colors are used, 
the lighter color should terminate 
inside the darker. When possible, it 
is much better to eliminate vignettes 
altogether. 


Newspaper Standards 
Agency Requirements 


28. Insertion Orders . . . It is re- 
quested that whenever possible in- 
sertion orders, progressive proofs, 
and mats be issued far enough in ad- 
vance of date of insertion (10 days) 
to enable the newspapers who can 
do so to prepare their plates and 
make a pre-run. 

29. Quality Check ... Where time 
permits, the newspapers should send 
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pre-run tearsheets to the agency for 
a check on color and quality of re- 
production. 
30. Notice to Publishers .. . We 
suggest that agencies issue notices 
included with insertion order to 
publishers: “Do not flat cast unless 
absolutely necessary on an emer- 
gency basis.” 
Newspaper Material 
31. Mats... (a) Mats must be un- 
trimmed, pre-registered, and 
squared. 

(b) Mats only will be furnished on 
all complete full page ads. 


oe 


“OAK PARK, ILLINOIS 


ta 


‘phone: ESterbrook 8-0445 


32. Masthead ... All mats are sup- 
plied with a masthead and running 
head where required by the news- 
paper. 

33. Makeready . .. Mats must be 
furnished complete with laminated 
pre-registered, pre-makeready un- 
derlays to insure better quality. This 
mat has many advantages in that the 
treatment, which is a permanent 
part of it, transfers the makeready 
to the face of the plate, producing 
sharper, cleaner printing through 
holding fine highlight dots and small 
serifs while printing the heaviest sol- 















. we here at K & M can render 
you, EXCELLENT reproduction 
on zomag, Dow Chemical Com- 
pany’s new answer to better en- 


gravings ata... 


43% discount 


RAVING CO. 
1000 MADISON STREET 
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ids, and fading out vignettes and 
fine tones. 


34. Handling .. . All mats must be 
packed in a moisture-proof con- 
tainer, to insure retention of pre- 
shrunk properties, with full instruc- 
tions to newspapers for their use. q 


Booklet Shows Unusual 
Engraving Techniques 


“From performance, there’s not 
the shadow of a doubt of the close 
relationship between readership, 
leadership, adequate income and the 
generous use of excellent illustra- 
tions and dramatic layouts in suc- 
cessful publications of varying types 
and classes—from newspapers to the 
best of the slick-paper magazines.” 

This was the key point in an illus- 
trated talk by Matlack Price of the 
Rhode Island School of Design 
(Providence) at a recent photoen- 
gravers convention. The talk and 
some of the illustrations are repro- 
duced in a highly informative book- 
let being made available by the 
Photoengravers Board of Trade of 
New York. 


For your copy circle No. 508 on the 
Reader's Service Card near back cover 


Develop New 
Smear Cleaner 


A new fluid developed by Ameri- 
can Stencil Co. (Denver) washes 
away fingerprints and ink smears 
from offset plates. The product, 
called Sure-Rite Smudg-A-Way, not 
only eliminates smudges and fuzzy 
outlines but generally sharpens re- 
production. The fluid is easily 
applied by saturating cotton and 
rubbing it over the entire plate. The 
cleaner can also be used on paper 
plates. 


New Etch Solution Pads 
Produced by A. B. Dick 


Cotton pads which make easier ap- 
plications of etch and gum solutions 
to lithograph plates have been man- 
ufactured by the A. B. Dick Co. 
(Chicago). The 334” by 44” pads 
are guaranteed to be lint-free and 
not to scratch or mar offset plates. 

Each pad absorbs just enough so- 
lution for one application. To facili- 
tate handling the pads, the company 
puts out a handy metal dispenser 
equipped with screw holes for wall 
installation. It holds one package of 
100 pads. 
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2. Skilled lab chemist 


These are just a few of the many specialists 
located in the Lake Shore plant 

ready to give swift, expert service wherever 
you are... whatever your problem. 

They have contributed vent to Lake Shore’s 
high-quality reputation—have been largely 
responsible for Lake Shore’s many new 
developments in the electroty pe field. 


4. Quality control inspector 


These men form the backbone of one of the world’s 
largest electroty pe companies a company 

with the techniques, personnel, and 

progressive thinking to guarantee you 

the finest reproduction possible. 

(re you satisfied with your present electro- 
type service? Remember—you receive the 
benefits of Lake Shore’s unmatched facilities 


arch engineer at no extra cost. 


LAKE SHORE ELECTROTYPE Co. 


1224 WEST VAN BUREN STREET - CHICAGO 7, ILLINOIS 


REILLY ELECTROTYPE * MICHIGAN ELECTROTYPE * REILLY PLASTICTYPE * AMERICAN ELECTROTYPE * ADVANCE-INDEPENDENT * NEW HAVEN ELECTROTYPE 
DIVISION & STEREOTYPE DIVISION DIVISION A ARTO) | ELECTROTYPE DIVISION DIVISION 
NEW YORK DETROIT LOS ANGELES SAN FRANCISCO INDIANAPOLIS: ELKHART NEW HAVEN 
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Do enough customers vote for 
you? Is your package silent in the 
store? If it is, you are losing sales. 

Today’s packages almost speak to 
attract the supermarket shopper. 
They must be designed to strike the 
eye, interest the mind, sell, inform, 
and dispense conveniently. 

People are shopping in super- 
markets with a less specific plan or 
list and a more open mind than ever 
before. They search for what looks 
good. This inquisitiveness is even 
bringing in the wary male. 68% of 
husbands are now shopping for 
groceries at least once a week. A 
survey conducted by Du Pont in 
supermarkets shows that of all pur- 
chases made: 

36.7% were tentatively planned 

1.5% were substitutions 

38.4% were unplanned 
This gives us a total of 66.6% decided 
at the point of sale after reaching 
the store. 


> Packaging has not caught up with 
the speed and direction in which re- 
tailing has acquired self-service 
visual selling. The alert supermarket 
operator will push products which 
by themselves influence store de- 
cisions to buy. This means better 
shelf positions and spotlights more 
than ever the value of the selling 
package. 

Many local brands designed for 
impulse sales and backed by local 
newspaper advertising are success- 
fully competing with nationally ad- 
vertised brands. Package individu- 
ality pays off, too, especially when 
shelf space is compared to advertis- 
ing space. Let’s remember that pack- 
aging also is a highly effective ad- 
vertising medium, and where it 
counts most! Consider the many 
millions of dollars spent on adver- 


40 


frei 





Packages 
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tising. Shelf space is point-of-sale 
circulation that cannot be bought, 
but must be earned! 

Let’s take a look at a few examples 
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The growth of supermarkets pre- 
sents a problem in the packag- 
ing of products for self-service 
selling. A leading package de- 
signer tells how to meet this 
marketing trend. 


of how packages designed for im- 
pulse buying really sell: 


> The name “Birds Eye” is synony- 
mous with frozen foods. As self- 
service increased in popularity and 


for self-service 


By Frank Gianninoto, Package Designer, New York 


new freezing display units were in- 
troduced, Birds Eye recognized the 
need for packages that would meet 
the challenge of impulse buying. 

The former packages all looked 
alike with only the difference of 
product names. We felt that custom- 
ers would prefer a pictorial treat- 
ment of the products with the added 
assurance of copy and illustration 
to help dramatize the familiar 
“farm-fresh,” “sea-fresh” and “or- 
chard-fresh” slogans. 

These changes from a two color 
straightforward clerk service type of 
package to a visual sales type for 
self service outlets met with instant 
success. The sales worthiness of these 
new package designs is confirmed by 
their continued use since 1944 and 
continued increase in sales volume. 


> Not wanting to leave well enough 
alone is the story of the new Elsie- 
Daisy trademark. Although very 
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Elsie Gets a Daisy . . . The Borden “Elsie” trademark is an established and familiar 
trademark, but Borden wanted to improve it further. They wanted a background for the 
motherly cow that would make the trademark stand out on all their packages. The solution 


was q ‘natural.’ Elsie was placed over the center spot of a daisy to create the new trade- 
mark-——the ‘‘Elsie-Daisy."’ 
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Second Cousins . 


popular and correctly identified by 
over 81% of all adult Americans and 
many children, too, it was felt that 
to make her still more useful for her 
many applications, what she needed 
was a setting or a frame that would 
not vary and not be effected by its 
background. The solution was an- 
other “natural,” a black-eyed susan 
daisy. By placing Elsie over the 
brown center spot of the daisy—a 
new trademark, the “Elsie-Daisy” 
was born. 

Her debut was made on newly de- 
signed milk cartons. She is promi- 
nently displayed on the lower por- 
tion of each carton against a differ- 
ent background color which has 
been established for each variety of 
milk products. These cartons have 
greater consumer acceptance than 
ever before and with greatly in- 
creased sales, Borden adopted the 
slogan “The better the package, the 
faster the sale.” 

Plans are to use the new Elsie- 
Daisy trademark on all Borden’s 
dairy and grocery products. She is 
now parading in large display sizes 
on Borden’s milk, ice cream, and 
cheese trucks nationally—a terrific 
tie-in with all the packaged prod- 
ucts. 


> When General Foods introduced 
Minute Rice, the package had a close 
family relationship with the familiar 
Minute Tapioca design with its red, 
white and blue color scheme and use 
of the Minute Man trade mark. This 
similarity seemed like a good idea to 
gain instant family recognition and 
acceptance for the new product. 
Actually, this similarity proved to 
be very confusing (1) in getting the 
products in proper shelf sections of 
the store and (2) in consumer selec- 
tion at the point of sale. Also, newly 
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. . General Foods, when introducing its new 
product, Minute Rice, wanted to keep a “family” resemblance in the 
new package to its familiar Minute Tapioca package. But the 
resemblance proved confusing to shoppers who mistook one for the 


introduced quick-to-prepare des- 
serts appearing in multi-colored 
packages were cutting into the tapi- 
oca dessert sales volume. 

In order to help label Tapioca as a 
dessert we planned a multiple des- 
sert illustration idea with each run. 
These have taken this product out of 
the bird seed department, where it 
was sometimes found, and placed it 
with the desserts. In redesigning the 
Minute Rice package we also added 
appetizing illustration suggestions 
for dinner servings. Sales have 
boomed for both products, with the 
added advantage of four package 
displays on shelves where one or 
two were the rule. 


> The history of supermarket mer- 
chandising in foods is well known. 
But their success is sensational in 
the field of non-food items as well. 
It wasn’t so long ago that most non- 
food items had to be purchased in 
their respective specialty stores. 

It took a few enterprising chain 
store retailers and manufacturers to 
realize that self-service markets 
provided terrific merchandising and 
sales outlets for many other items 
besides food. However, it was soon 
recognized that pre-packaging and 
effective selling designs had to be 
developed for these items to attract 
and interest shoppers. Next, the 
package had to tell them all they 
needed to know about the product to 
close the sale. During the relatively 
short time since non-foods were in- 
troduced, the incredible success of 
this kind of selling, according to a 
recent report, has resulted in sales 
nearing the $4 billion a year mark. 

Grocery supermarkets succeeded 
in taking much needed revenue 
from stores of all types, particularly 
the specialty shop that insisted in 
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other. General Foods added appetising photographs of rice dishes 
to the Minute rice packages, and pudding pictures to the Tapioca 
packages. The ‘family’ resemblance remained in the trademarks 
but the confusion was eliminated. 


handling only related products, using 
packages mainly for dispensing. This 
meant retail selling as against im- 
pulse buying. Let’s take a look at a 
few examples in appraising this sen- 
sational trend: 


> Springtime has traditionally been 
sales time for seeds and plants. The 
little seed packet has been featured 
for sale in just about every kind of 
store. Supermarkets, however, saw 
in this product category a sales op- 
portunity and developed a depart- 
ment that not only featured seeds 
but also related items. 

Now they enjoy a profitable, high 
volume, year-round business by 
selling pre-packaged bulbs, plants 
in bloom, rooted cuttings, small trees 
and other items. 


> More recently, cut flowers and 
corsages in transparent packages 
have been added. According to 
Business Week, the Ohio Floral 
Packaging Company, using mass 
production methods, is pre-packag- 
ing roses, orchids, snapdragons, holly 
and many other flowers. Around 
30,000 packages a month are being 
sold with customers as far away as 
New York City. Supermarkets take 
about 75% of their production. 
Today the grower is planning his 
product for direct sales appeal to the 
consumer with beautiful packages, 
labels, cartons or bags, some illus- 
trated and in full color. Packaging 
includes all information for use, 
care, planting and culture formerly 
supplied by the seed store clerk, the 
local florist or retail greenhouse. 
Consumers approve of this. because 
of time, point-of-purchase conveni- 
ence, easy-to-follow instruction in- 
formation and general buy appeal. 


> In spite of the fact that people are 
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supposed to have more leisure time, 
women particularly find they even 
have less time for shopping than be- 
fore. To help his customers conserve 
time, one smart merchandiser is in- 
viting his customers to do their laun- 
dry in his general supermarket while 
they do their shopping. He offers her 
the use of the latest model washer. 
The result is that she buys more of 
everything with increased sales of 
washers and other items in the ap- 
pliance section justifying this added 
shopper convenience. 

Such supermarket _ self-service 
ideas are today selling tons of hard 
goods and thousands of tons of un- 
related items in addition to increased 
food sales. The answer is conveni- 
ence and availability—in terms of 
24-hour, 7-days a week shopping. 


>» To make packages sales-worthy 
under all conditions, we usually 
check against the following points: 
1. Efficient and economical package 
manufacturing 

2. Efficient and economical use of 
materials 

3. Good stackability 

4. Distinctive shape 

5. Distinctive trade mark 

6. Distinctive surface design, and 
shelf display 

7. Handling convenience and size 





Pictorial Treatment .. . Bird's Eye pack- 
ages got a new pictorial treatment to 
dramatize their ‘‘farm-fresh, sea-fresh, etc. 
slogans. The old familiar trademark design 
was retained but color pictures of the frozen 
products were added to the packages. 


8. Directions—clear, brief, easy to 
read 
9. Re-use values 
10. Shipping cases—protection, 
space, economy, and its advertising 
value 
11. Functional trucks as dispensers 
on the inside and a good ad on the 
outside 

In this amazing change of buying 
habits, the package at the point-of- 
sale is the star salesman who must 
sell the shopper instantly and con- 
vincingly. 

Designing packages today—pack- 
ages that will meet the demands of 
competition in this impulse market 





—requires the services of highly 
skilled and trained designers. They 
are competent business men who 
have successfully solved many of the 
nation’s merchandising problems 
through design. As a member of a 
planning team, designers work 
along with management, engineers, 
sales and advertising executives, 
cost accountants, plant foremen and 
purchasing agents. They must know 
trends, markets and keep abreast of 
consumer habits and consumer psy- 
chology. 44 


Reactions to Packages 
Learned by Researcher 


Consumer likes, dislikes and 
awareness of paraffined cartons was 
probed by Dr. Ernest Dichter, New 
York research psychologist, in a 
study commissioned by the Paraf- 
fined Carton Research Council (Chi- 
cago). The results of his research 
have been printed in a 14-page, 
pocket size booklet, What Packag- 
ing Really Means. 

Though the study was concerned 
primarily with the packaging of but- 
ter, lard, margarine, shortening and 
ice cream, many of Dr. Dichter’s dis- 
coveries apply to packaging in gen- 
eral. 

The major emphasis in the booklet 
is upon discussing and illustrating 
basic psychological elements under- 
lying consumer attitudes and prefer- 
ences. Through careful interviews 
with housewives, Dr. Dichter learned 
both the rational and conscious rea- 
sons for package choice and for 
many underlying, irrational, impulse 
choices. 
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THE EASIEST AND 
MOST ECONOMICAL 
LABEL YOU CAN USE! 

self-adhesive * TRADEMARKS  ¢ INSTRUCTIONS 

© GUARANTEES =  “"BUY’’ FEATURES 

© NAMEPLATES © WARNING 

© DIAGRAMS © INSPECTION 

© APPROVAL SEALS ¢ PRICES 


Labels of All Types 


Pictured in Brochure 


Hundreds of labels—odd shaped, 
assorted sizes and to meet nearly 
every need—are manufactured by 
Ever Ready Label Corp. (Belleville, 
N. J.). A large sampling of the com- 

| pany’s product is illustrated in a 24- 
| page, two-color brochure. 

Shown in the brochure are every- 
thing from ordinary mailing labels, 
fragile and air mail markers, to huge 
four-color advertising and poster 
labels. Labels in rolls, singly, or in 
pads, pressure sensitive, specially 
gummed, varnished, heat seals, die 










An Avery label specialist will gladly explain 
how you can use Kum-Kleen pressure- 
sensitive labels profitably in YOUR business. 
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Mail the coupon now for complete facts. 
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DISPENSER 
——_—_——_ i | 
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By Stanley E. Cohen 
AR Washington Editor 


When a customer wants a loaf of 
Heidi Bread at any of the 24 big 
supermarkets operated by the Giant 
Food Department Stores, Inc., in the 
Washington, D. C. metropolitan area, 
she steps up to the tailboard of a 
true-to-life western “chuck wagon” 
which overshadows the racks which 
contain other brands. 

And that’s the pay off for what is 
said to be the biggest TV to point-of- 
sale merchandising promotion pack- 
age yet to be attempted in the na- 
tion’s capital. 

To promote Heidi bread, Giant 
took over, lock, stock and barrel, the 
seven-day-a-week TV program of 
Washington’s native “cowboy,” Pick 
Temple. In the process, it displaced 
11 other advertisers who had been 
participating in the Pick Temple 
show. 

Giant set up its cowboy at “Pick 
Temple Giant Ranch” and put him to 
work recruiting the six gun set as 
“Pick Temple Giant Ranch Cow- 
hands.” By the time the promotion 
broke, Giant was ready with a care- 
fully developed packet of direct 
mail materials created to encourage 
“cowhands” to follow behavior hab- 
its which mama is sure to appreci- 
ate. And the whole effort was tied 
together by the “chuck wagon” and 
the point-of-purchase materials at 
each Giant store duplicating the 
Pick Temple set the small fry are 
accustomed to seeing on their TV 
screens. 


>» As 1953 opened, Giant found itself 
with a tough problem. Its Heidi 
bread—distributed only through the 
24 Giant stores—needed a sales lift. 
Other breads—Sunshine, County 
Fair, Bond—were wooing the kids 
with nationally known western he- 
roes like Gene Autry, Cisco Kid and 
Hopalong Cassidy. 
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A TV Cowboy and 
Premiums for Kids 


Help Heidi Sell Bread 


Heidi wanted a cowboy, too, and 
Henry J. Kaufman & Associates, 
Washington agency, was convinced 
that Pick might be the answer. 

Mild mannered, and a recognized 
authority on American Folk music, 
Pick stumbled into the cowboy role 
two years ago while appearing on 
WTOP-TV. As Pick was about to 
make a debut before the cameras, 
WTOP president John Hayes hand- 
ed him a western hat. And he has 
been a cowboy ever since. 

Despite the fact that he competes 
with syndicated cowboys who lure 
the youngsters with first hand ac- 
counts of their blood and thunder 
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achievements, Pick scored a sensa- 
tional success with an hour and 
three quarters daily of folk music, 
western films, and friendly advice. 


> When he first began to consider 
Heidi’s needs last January, Robert 
S. Maurer, account executive for the 
Kaufman agency, thought in terms 
of participation on the Pick Temple 
show—perhaps a spot a day, and full 
sponsorship of the Sunday segment. 

“As we talked over the idea with 
the Giant people, all of us sensed 
much broader possibilities,” Mr. 
Maurer said. “Finally, Giant took 
the position, ‘Let’s do it right’. . . 
and that became our guiding prin- 
ciple.” 

By January 21, the agency was 
ready to show the client complete 
roughs on the direct mail material 
for Pick Temple’s Giant Ranch Cow- 
boys, the point-of-purchase layouts 
for floor displays at Giant stores, 
and the details of many other pro- 
motion gimmicks which are built on 
Giant’s ownership of the Pick 
Temple program. The bill for time, 


talent and merchandising for a year: 
estimated at $250,000. 


> During the last week of February, 
thousands of balloons were dropped 
in shopping bags by store checkers, 
with the message, “Heidi Partner— 
big news on my show on WTOP- 
TV—Pick Temple.” By March 2, the 
promotion was under way. 

Pick, client and agency all agreed 
that one of the big opportunities in 
the promotion was to win the grati- 
tude of mothers by using Pick’s in- 
fluence to have the children do the 
things mother wants done. Pick 
offers the kids a weekly message. 
For example, “Heidi partner. If you 
do something you are proud to show, 
you won't have to show off.” 

Even the enrollment system for 
the Giant Ranch Cowboys is set up 
for mother’s convenience. There are 
no box tops or end labels involved. 
Pre-addressed business reply cards 
are available for the asking at Giant 
stores. All the child does is fill in 
name, address, age, birthday and 
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Silk Screen Posters ... The ‘Heidi, 
Pardner” theme of the Pick Temple promo- 
tion is played up in this silk screen poster 
which plugs both Heidi bread and the 
Temple program on WTOP-TV. 
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POINT your sales 


PROMOTIONS 


with specially designed 


TRAODE-MARK. 
Show your Product, Trade 
Mark or Slogan, with faithful 
reproduction, on Individual- 
ly Created ‘“‘ADVER-TIES"' 
. . They're Catchy, Subtle 
and give the ‘‘Umph'’ and 
Spark you need at Conven- 
tions, Anniversaries, Prod- 
uct Introduction, or for 

Dealer Programs 
SPECIALLY DESIGNED to 
meet exacting wishes, 
**ADVER-TIES'' are 
HAND MADE by Leaders 
in the Field for 33 years. 
NINE DIFFERENT PROC- 
ESSES to assure Maxi- 
mum Reproduction Ef- 
fect . . . . Only finest 
quality materials are 
used in ‘‘ADVER- 

TIES" 


SEND SAMPLE of Adv. Matter. 
State approximate quantity de- 
sired. Full details and prices 
cheerfully sent. 


A merican 
Neckwear Mig. Co. 


(Original “*Adver-Ties” makers) 
320 S. Franklin St. Dept. AR 
Chicago 6, Il. 


ete peaa 
Balloons 


Se 


Si 


Little feet walk farther to 
the shoe stores that give 
balloons! And the kids 
drag along their parents, 
America’s original “Captive Audience.” 


In any promotion don’t forget that there's 
money in Sonny — and Susie, too! Your 
sales message on PIONEER Qualatex 
“Floating Billboards’ not only advertises 
but se//s your product. 

PIONEER balloons as package inserts, 
tie-ons or self-liquidators pep up sales of 
any product! Printed in non-fading, crack- 
less pigments, gorgeous colors. Our Ad 
Service Department gives 
you ideas, samples, im- <aAet ON BRIT np 
print information. Write £ G * aby > 
to The PIONEER Rubber Good uaceenaay a 
Company, 459 Tiffin Road, pry 
Willard, Obio. Ras soveansto 1 


witH PIONEER QUALATEX 
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For Collectors . . . Special Pick Temple 
end labels on each loaf of Heidi bread 


bring the promotion theme right to the 
product, itself. 


sex, and drop the card in the mail. 


> Once the card is received, the 
many facets of the direct mail pro- 
motion begin to unfold. In return, 
the child receives a welcoming letter 
from Pick, a brightly colored button 
signifying his membership, a Giant 
Ranch Cowhand membership card 
and the Heidi health chart. 


Under Giant’s plan of “doing it 
right,” the membership card comes 
with the child’s name typed in, and 
the card is enclosed in a celluloid 
case for added luster. 

The health card provides the tran- 
sition to the next mailing. It requires 
the child to report daily on 10 major 
habits—for example, “Washed my 
hands before meals,” “Brushed my 
teeth, morning and evening,” “Drank 
my milk,” “Ate my bread,” “Read 
or colored in good light,” “To bed 
on time.” At the end of the month, 


TV Set to Displays .. . This background 
piece from Pick Temple's TV set is used as 
a store display—establishing a definite tie-in 
between the TV show and the products at 
point of sale. 





NEW CUSTOMERS 
guaranteed with 


ORCHIDS for PENNIES 


Graham Dible THE ORCHID KING 
8TH AND WALL, LOS ANGELES 14 
TUCKER 2492 


SEND FOR FREE 
BROCHURE 100-D 


INVISIBLE INK 


POST CARDS are NEW 


Just DIP IN WATER and “‘Presto’’ 


your Message & Greeting Appears 
Instantly. 


When Card is Dry—The Message 
Disappears. When Dipped in Water 
Again the Message Re-Appears. 

Same Card can be Used Many 
Times—Passes thru Many Hands. 

JOBBERS WANTED 


Ask for Samples and Catalog 
M. E. MOSS AND CO. 


HARTFORD 8, CONN. 


To 
Reach 
the 
20,000 
Actual 


Buyers 

of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 

selling message 
before them 

in 
Advertising 
Requirements 
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Pick Temple & Friend .. . Personal ap- 
pearances by Pick Temple are an important 
part of the promotion of Heidi bread. Here 
he chats with a young cowhand who will 
undoubtedly threaten to leave home if 
mother buys another brand of bread. 


the chart is countersigned by Bunk- 
house Foreman (mother or guar- 


dian). 


> When Pick receives the health 
chart, a second package of material 
goes to the child, advancing him to 
Ranch Hand, with an appropriate 
new button, and a Range Rule Chart, 
which he keeps for a month. Later, 
there are packets with comic books, 
and other special materials. 

The “help mother” purpose, which 
runs through the Pick Temple broad- 
casts and mailings, also provides the 
tie-in for cross promotion in Giant’s 
large scale newspaper ads, for Pick’s 
weekly moral message—such as “Al- 
ways play fair in games and you'll 
always be invited to play”—and his 
pictures are included in special boxes 
in many of Giant’s full page spreads. 

At the point-of-sale, Giant follows 
through with a variety of display 
pieces linking itself to its valuable 
TV property. The chuck wagon, 
reminiscent of Pick’s set, is the focal 
point. But throughout the store there 
are life sized photos of Pick, window 
streamers, shelf cards, cash register 
cards and other materials—so moth- 
er and child are constantly re- 
minded that this is the store that has 
Heidi bread. 


> Heidi, itself, comes with dozens of 
different end labels, featuring Tem- 
ple-and-dog, Temple-and-guitar, 
Temple-and-wishing well—all famil- 
iar scenes from the program. 

Just to be sure that all was ready 
for the kick-off, the Kaufman agency 
arranged a luncheon late in Feb- 
ruary for 80 key Giant executives at 
Washington’s fashionable Mayflower 
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Hotel. As account executive, Mr. 
Maurer provided a complete fill in 
on the promotion plan. Pick was on 
hand to describe his method of oper- 
ation. 

Five days later, when the cam- 
paign got under way, stores were 
festooned with material. According 
to Mr. Maurer the initial response 
bettered all expectations. Now client 
and agency are sitting back, watch- 
ing to see what a seemingly perfect 
“package” ‘will do for the sale of 
Heidi bread. 44 


Gadgets, Gimmicks in 
New Mitchell Catalog 


Hundreds of letter gadgets and 
other direct mail gimmicks are illus- 
trated in a new catalog issued by 
A. Mitchell (Chicago). The gimmicks 
are designed for use on sales letters, 
announcements, greeting cards, pep 
letters, collections, fund raising ma- 
terials, suggestion systems, programs, 
menus, etc. 

Mitchell’s gadgets include every- 
thing from miniature plastic fire 
plugs to rubber fish measuring de- 
vices. In addition to the gadgets, the 
catalog contains novelty postcards, 
“Magic Key” store promotions, puz- 
zles, miniatures of all types, mirrors, 
reproduction artwork, keychains and 
similiar items. 
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Lipette Line Includes 
Unusual “Matchbooks” 


An expanding line of matchbook- 
type specialties has been developed 
by Lipette Co. (Boston). The firm 
appears to be out to prove that any- 
thing can be packaged in a “match- 
book.” 

The Lipette line for 1953 includes 
the following items—all packaged 
in cardboard matchbook type con- 
tainers which are imprinted with 
advertising: 

e Lipstick and perfume. Each item 
is on the end of a “matchstick.” The 
lipstick holder even has a miniature 
mirror inside the cover. 

e Sew-Kleen Kit, containing needle, 
thread, spot remover and_ liquid 
soap. 

@ Smelling salts. 

e Furniture scratch remover. 
item is also on “matchsticks.” 

The items are handled only 
through advertising specialty job- 
bers. Details are available from Lip- 
ette. 


This 
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with the new “3D” 
sensation from Hollywood! 


Yes, Brownie’s newest three-dimen- 
sional premiums gain extra force 
from Hollywood's current surge of 
“3D” stereoscopic films... 

Brownie will supply everything 
you need for this remarkable give- 
away, box-top premium or adver- 


tising. promotion . 


. . We'll supply 


3-D photography and special view- 
ing glasses. All at an amazingly 
low cost. 


{ 


i 


\ 


A note on your com- 
pany letterhead will 
bring you a startling 
3D" sample. Why 
not write or call 
Brownie today? 


(rT 
MANUFACTURING CO 
55 Frankfort St., N.Y.38, N.Y. Dept. 1 
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Recipe Book Premium Helps Sealright Sell 


Good Will and Cottage Cheese Containers 


Cottage cheese in every dish is the 
aim of an unusual promotion by 
Sealright Co. (Fulton, N.Y.), pro- 
duced to help the company’s con- 
tainer customers sell more cottage 
cheese. 

The campaign centers around a 
cook book, 14 Minute Cottage Cheese 
Recipe Book. The booklet was de- 
veloped by Lucy Long, editor of Mc- 
Call magazine’s home service bul- 
letin and cooking consultant for 
Sealright. Twenty-three different 
recipes suggesting a variety of ways 
of blending cottage cheese with other 
foods compose the contents. 

In concocting the recipes, Miss 
Long had three objectives: make it 
taste good, make it inexpensive, 
make it easy to make. “In other 
words,” Miss Long says, “the house- 
wife of today is interested in saving 
time, money and gripes from the 
family. In this tie-in we have tried 
to make things easy and convenient 
for greatest appeal.” 


> The booklets are distributed free 
in stores and markets. A colorful 
counter display-dispenser featuring 
a clock and a picture of Miss Long 
holds the booklets. An arrow points 
to a package of cottage cheese which 
sits neatly on top of the display piece. 

The entire promotion is a team op- 
eration—Sealright developes materi- 
als promoting the recipe booklet and 
distributes them to its container cus- 
tomers who use the materials under 
their own brand names as part of 
individual campaigns in dairy out- 
lets, markets and stores. The materi- 
als include newspaper mats adver- 
tising the recipes and plugging the 
high food values of cottage cheese; 
the counter’ display - dispensers; 








Dealer Aids . . 


. Sealright furnishes six 
different newspaper ad mats to dealers us- 
ing the company's cottage cheese contain- 
ers. Phe ads plug a cook book offering 
quick recipes using cottage cheese. 
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Counter Display .. . Recipe books, writ- 
ten by Lucy Long, home economist, are dis- 
pensed free in this counter display piece de- 
signed to hold a cheese container. Sealright 
makes the piece available to dairies and 
stores. 


brightly colored streamers for store 
and window display, and recorded 
interviews with Lucy Long. 
Sealright took advantage of the 
high consumer interest in cottage 
cheese during the Lenten season to 
launch the campaign. Early demands 
for the booklet indicate that 1953 
will be the top year for cottage 
cheese sales. 44 


Offer New Specialties 


Two effective advertising special- 
ties are being offered by Blocaris Co. 
(Boston). Both are adaptations of 
consumer sales items. 

The company has developed a 
rocker-shaped lifetime blotter which 
does not require blotter paper. It 
comes in two styles for advertising 
imprints—leather and a copper pa- 
per to blend with the metal plating 
of the cover. 

Blocaris also offers a new two-tone 
fabric coaster, which is perpetually 
absorbent and will not stick to 
glasses. Descriptive brochures on 
both items are available. 
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Mobiles to Help Swing 
Sales For Ampro Corp. 


Mobiles to sell projectors is a new 
idea being tried by Ampro Corp. 
(Chicago) in a campaign designed 
to appeal to school teachers and 
educators. 


The mobiles are representations of 


four famous episodes in American 
history—Pilgrims on the Mayflower, 
the Lewis & Clark Expedition, “Spirit 
of °76” and the covered wagon. The 
figures are printed in red and blue 
on a single sheet of heavy paper. 
Directions are given for folding, cut- 
ting and pasting the elements so that 
when assembled they will be three- 
dimensional. 

After each of the four elements is 
assembled the children are directed 
to hang each from different length 
strings, balancing three of the ele- 
ments around the fourth to form the 
mobile. Light gusts of air will set 
the mobile in motion. 

The mobiles are intended for art 
and history classes, grades three to 
seven. 

The offer was made to classroom 
teachers via a full-page ad in The 
Instructor. The mobiles are shown 
in an ad pushing one of Ampro’s 
sound projectors. The ad also in- 
cluded a coupon for the teachers to 
order the mobiles for her class. No 
product mention or brand names are 
printed on the mobiles. 44 


Comic Strips Light Up 
Westinghouse Campaign 


“Terry and the Pirates,” “Joe Pa- 
looka” and two other Metro Sunday 
Comic favorites help Westinghouse 
(Pittsburgh) switch on a spring light 
bulb campaign. 

The colorful, 12-page dealer pro- 
motion piece uses syndicated comic 
strips for front and back covers. In- 
side, five color cartoon style ads, 
planned for spring issues of Sunday 
comic sections, are illustrated. The 
advertisements plug a combination 
planter and bird feeder premium 
offered to customers for 50 cents 
plus a wrapper from a three-bulb 
carton of Westinghouse bulbs. The 
piece has full newspaper size pages. 

The planter-feeder was designed 
to resemble the quaint fairy tale 
houses of Hansel and Gretel or 
Grimm. It has a high peaked roof 
and open sides. 

Special display materials featur- 
ing the premium will be made avail- 
able to dealers. Among the aids are 
a colorful 14”x17” easel backed card 
which can slip over the back of pres- 
ent wire merchandisers 343/4” x 
14144” window or wall banners ad- 
vertising the feeder and bulbs, and 
tuck-in cards to highlight special 
displays. All feature color pictures 
of the planter-feeder. 

The comic section announcing the 
dealer aids will go to Westinghouse’s 
250,000 dealers across the country. 
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Tie-in Promotion Boosts Sales for Borden’s 
Gruyere Cheese, Heirloom Hiawatha Yarns 


A unique twist in tie-in promo- 
tion has proven successful for two 
well-known firms, Borden Co., fa- 
mous for its dairy products and 
cheeses, and the Heirloom Needle- 
work Guild, a leader in the needle- 
work field for over 25 years. 

Borden’s Gruyere Cheese pack- 
ages carry a “recipe” for making 
fashion-wise bags with Heirloom’s 
Hiawatha yarns. On the back of 
the label in the Borden’s Gruyere 
Cheese package the housewife finds 
complete instructions for crocheting 





a pouch-type handbag. The sturdy 
plastic cheese container forms the 
base of the bag. Since both the top 
and the bottom of the container may 
be used, each cheese sale will re- 
present a potential sale of enough 
yarn for two handbags. 

A counter display card, distributed 


to stores handling Hiawatha yarns, 


tells of the availability of the plastic 
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cheese container as a bag base and 
at the same time aids in the sale of 
Borden’s Gruyere Cheese. Free in- 
structions for making the bag are 
printed in a small, four page offset 
folder which is distributed at store 
counters. The back page of the folder 
extolls the goodness of Borden’s 
Gruyere Cheese. Thus, ingenuity and 
cooperation produced a combination 
sales effort that means added sales 
for both Borden and the Heirloom 
Needlework Guild. 44 


ASI Publishes 1953 
Edition of Catalog 


The new edition of Advertising 
Specialty Register, catalog of infor- 
mation and names of suppliers and 
manufacturers of advertising special- 
ties, has been published by Adver- 
tising Specialty Institute (Philadel- 
phia). The 1953 edition is twice the 
size of the ’52 edition. It contains 616 
pages and four sections—sources of 
supply, product index, 4000 trade 
names, title index. It is available 
only to established specialty manu- 
facturers and jobbers. 


Coloring Books Promote 
Little Girls’ Fashions 


Highlighting the latest promotion 
of little girl fashions is the appear- 
ance of a coloring book of Kate 
Greenaway fashions, currently being 
distributed through 1,200 department 
and specialty stores to reach an audi- 
ence of 500,000 children. 


The coloring book promotion is the 
latest phase in a program begun five 
years ago wherein high fashion ap- 
peal is used to sell medium priced 
frocks. 


The coloring books contain attrac- 
tive fashion sketches, adaptations of 
Kate Greenaway dresses, for chil- 
dren to crayon or paint. Each is ac- 
companied by a rhyme telling a little 
story about the picture. With the 
sketches is a story about the late 
Kate Greenaway, juvenile author 
and artist, and a quiz game for par- 
ties. 

The books have bright fuchsia cov- 
ers with an appealing drawing show- 
ing a little girl dressed in “Sunday 
best” sipping tea. Inside, one word, 
the key word in each rhyme, is 
printed in color, either fuchsia or 
blue. Using just this one small spot 
literally invites the child to add her 
own color. 44 


Information Bureau Describes Winners 
Of Best Matchbook Advertising Prizes 


Just off the press is a handsomely 
illustrated; 20 page, orange and black 
brochure issued by the Match In- 
dustry Information Bureau (New 
York), which shows the winners in 
43 classifications and products for 
distinguished use of book match ad- 
vertising. This year the match in- 
dustry initiated its annual awards 
program with 1,989 entries compet- 
ing for “Joshua” plaques, so named 
for the inventor of match books, 
Joshua Pusey. 

According to the booklet, a total 
of more than 257,000 business firms 
place advertising messages on the 
covers of match books. Americans 
use 1214 billion match books a year 
and 99.8% carry advertising. Match 
books are made in various sizes and 
with an average of 20 matches per 
book, there are 20 potential readings 
of the advertising message, with a 
potential readership of 250 billion. 

The photo-offset booklet is pro- 
fusely illustrated with a 644 x 742” 
panel on the inside cover, showing 
the winners. The judges’ findings 
were that match books have sell 


when they catch the eye, convey one 
basic idea and key the approach to 
the task at hand. 


> There are two full pages of tips 
from the judges as to advertising 
tie-ins, design simplicity, color and 
typography, merchandising ingenu- 
ity, and information required. There 
is a full page showing where book 
matches go with percentage figures 
of surveys made among smokers and 
non-smokers. 

Two pages of interest to every ad- 
vertiser contemplating the use of 
match books are headed, “Why they 
get there” with a list of reasons why 
the books attain such wide circula- 
tion, and “How They Get There” 
showing basic means of distribution. 

The American match industry, 
which conducted the awards pro- 
gram and prepared the brochure in- 
cludes D. D. Bean & Sons Co., The 
Diamond Match Co., Lion Match Co., 
Maryland Match Co., National Match 
Book Advertising, Inc., and the 
Universal Match Corp. 


For your copy circle No. 514 on the 
Readers Service Card near back ver 





Minute Man Introduces 


New Notebook Premiums 


The Minute Man Line (Boston) 
has come up with a bright new idea 
in personalized premiums—plastic 
bound notebooks with individual 
signatures written on the cover. 

The notebooks are available in 
two sizes—a small pocket size and 
a larger desk size. Also there are 
bowling record score booklets, golf 
score keepers and auto and travel 
expense notebooks. The prospect 
makes his selection, then he is asked 
to write his name with a blunt pen 
or pencil on the plasticine envelope 
containing the booklet. Underneath 
is a small piece of gold foil. When the 
envelope is removed and the gold 
foil lifted, the prospect’s signature 
appears “stamped” in gold on the 
cover. 

The golf score keeper is designed 
to fit into a golf bag. The auto ex- 
pense notebook contains an accident 
report form and three-year calendar. 
Details on the line are available from 
Minute Man. 


For your copy circle No. 515 on the 
Reader's Service Card near back cover 


Westinghouse Dealers 
Get Trip To Europe 


A “magic carpet” to Europe will 
be provided dealers and distributors 
of Westinghouse (Pittsburgh) tele- 
vision sets and radios as part of a 
sales incentive plan. The “magic 
carpet” will be Stratocruisers char- 
tered by Westinghouse to transport 
hundreds of dealers to Europe for a 
tour. 

All expenses for the two-week va- 
cation will be paid by the company. 
The group will visit Paris, Rome, 
Cannes, the Riviera, Brussels and 
Nice. 

A feature of the trip will be an 
international roundtable with dealers 
from this country meeting to ex- 
change ideas and information with 
dealers abroad. 

A color film explaining the facets 
of the “European Holiday” as well 
as other Westinghouse sales activ- 
ities planned for 1953 will be shown 
at dealer meetings throughout the 
country. 


Develop Sewing Kit 


Utilizing a handy pocket kit con- 
taining a miniature pen, pencil and 
writing pad, Alva Pen Co. (New 
York) has developed a new minia- 
ture sewing kit. The new kit uses the 
same case as the writing unit but 
contains four colors of thread, a 
needle, needle threader, buttons and 
pins. The kit can be imprinted. 
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Jump and Jiggle Display .. . An an- 
imated 31” high, 16” wide display that will 
run for days on a single flashlight battery 
was made available to shoe dealers by 
Yankee Shoemakers as part of its promotion 
for their “Jigglin’ Hats’ premium. The head 
of the display wags from side to side, and an 
actual “Jigglin’ Hat" jumps and rolls its eyes. 


Yankee Shoemaker Uses 
Jigglin’ Hat Premiums 


Hats that wiggle is a new device 
created by Sam Gold of Einson- 
Freeman to build store traffic and 
sales for Little Yankee Shoes, made 
by Yankee Shoemakers (Newmarket, 
i An 

The “Jigglin’ Hats” are litho- 
graphed in full color on cardboard 
scored so that the pieces punch out 
easily. On the back of each piece are 
directions for assembly. The hats 
have a band and a visor and feature 
figures of clowns, monkeys or cow- 
boys which stand on top of the hat. 
When the wearer moves his head, 
the eyes in the figures move from 
side to side and the whole figure 
jiggles. The name Little Yankee 
Shoes is imprinted on the visor. 

Shoe dealers receive an attractive 
full-color folder which includes an 
illustration of a jiggling hat on the 
front page. Inside are illustrations 
of four different hats so that the 
dealer may offer them at different 
times. 

There is an animated 31” high by 
16” wide display that will run for 
days on a single flashlight battery. 
The head wags from side to side, the 
“Jigglin’ Hat” wiggles, jumps and 
rolls its eyes. A business reply card 
is incorporated into the dealer piece 
to simplify ordering the promotional 
aids. 

Yankee Shoemakers will provide 
its dealers with two-color postcards 


plugging the hats for 242¢ each in- 
cluding postage (minimum order, 100 
cards). Or if the dealer wishes the 
name and address of his store im- 
printed on the cards, the charge is 
342¢ each with a minimum order of 
500 cards. 

With an initial order of 1,000 hats 
at 4¢ each, the dealer receives a 21” 
x 11” window poster in four colors, 
plus a newspaper ad mat and the 
animated window display. 44 


Knife With Boots Idea 
Applied to Chain Sales 


The old premium idea of a jack 
knife with every pair of boots is be- 
ing applied to auto accessories, with 
the introduction of Cleveland Chain 
& Mfg. Co.’s (Cleveland) new Minit- 
On tire chains. With every set goes a 
pair of plastic sleeve guards to pro- 
tect motorists from soiling their 
clothing while installing the chains. 

The chains and sleeve guards are 
packaged in an octagonal corrugated 
fibreboard carton produced by 
Robert Gair Co. (New York). The 
new package represents a departure 
from the usual procedure of pack- 
aging tire chains in cloth bags. The 
design of the box as dictated by a 
patented feature of the new chains— 
a semi-rigid cable which can be 
curved only slightly for packaging. 
The box has a continuing use for 
storage of the chains because of its 
“permanent” nature. 


Distribute Matchbook 
Advertising Booklet 


Universal Match Corp. has pub- 
lished a booklet, Fishing For Sales 
with the Right Bait, on matchbook 
advertising. While illustrating pri- 
marily industrial uses of match 
books, the booklet suggests other ap- 
plications. 

Among the pointers listed in the 
booklet are seven ways matchbook 
advertising can aid companies: To 
build good will, to fill the gap be- 
tween representatives’ calls, to cre- 
ate better employe relations, to at- 
tract buyers at conventions and 
trade meetings, to publicize special 
events, to back up other advertising 
and to make visitors welcome. 

Special dispenser cartons in un- 
usual designs such as freight cars, 
“show window” packages and car- 
tons depicting companies’ plants are 
illustrated. Also included are more 
than 50 examples of industrial uses 
of matchbooks. 


For your copy circle No. 516 on the 
Reader's Service Card near back cover 
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By Karl Kirchhofer 
AR Eastern Editor 


Building prestige for dealers and 
enhancing the integrity of radio and 
television service men is the key- 
note of the latest promotion recently 
released by the Tube department of 
RCA Victor. Billed as a “triple- 
powered program packed with pres- 
tige and profit,’ the program got 
under way as RCA alerted all its 
distributors with a forceful two-page 
letter announcing a campaign to pro- 
vide dealers with handsome, person- 
alized Dealer Identification Plaques. 

To aid RCA distributors in estab- 
lishing a closer bond than ever be- 
fore with their dealers, the Tube 
department sent official registration 
cards to be filled out for dealers 
meeting distributors’ requirements. 
Included with the letter were the 
basic elements of a strong, dramatic, 
sales-stimulating tube program. 

Entitled “A magic pass-key to 
customer confidence,” an 842” x 11” 
folded self-mailer, which opened up 
to 11” x 17”, was offered to distribu- 
tors for mailing to dealers. This 16- 
page, red, yellow and black photo- 
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offset mailing piece was produced 
in a 40,000 print run. So instanta- 
neous was its success and acceptance 
by the distributors that a second 
printing of 40,000 was required with- 
in only three weeks. When opened, 
the attention-getting phrase, “The 
greatest prestige-building, profit- 
packed program ever offered to ser- 
vice dealers!” captured the imme- 
diate attention of service dealers. 





Inside, RCA copywriters told the 
story of the campaign features by 
capitalizing on the world-wide re- 
nown of the RCA name. Dealers 
were invited to share in the magic of 
the RCA trademark and in the sell- 
ing power it represents by becoming 
registered by their distributor and 
being awarded a striking, metalloid 
Dealer Identification Plaque person- 
alized with the dealer’s own store 
name. 


>Dealers were further informed 


sof RCA’s dealer identification program 


“RCA Victor 
Prestige 





that in order to direct service pros- 
pects—people who need radio and 
TV service, repairs and tubes—to all 
dealers displaying the plaque, and 
to sell consumers on the quality of 
RCA receiving and picture tubes, 
the RCA Tube department and the 
distributors have launched an inten- 
sive promotion program. The bro- 
chure was designed to help the 
dealer plan his own local promotion 
program to tie-in with the national 
campaign conducted by RCA. 

On television, through a coast to 
coast program, dealers were prom- 
ised a vast audience of prospective 
customers for TV servicing. Shown 
was Dennis Day of the “RCA Victor 
Show” who appears Friday night in 
48 major TV markets. Again, “Kuk- 
la, Fran & Ollie,” award-winning 
NBC show, which appears for RCA 
on alternate Sunday afternoons, 
presells service in the dealer’s lo- 
cality. 

On radio, the “Phil Harris-Alice 
Faye Show,” with an audience of 
millions, carried on with this highly 
intensive campaign to make the con- 
suming public RCA tube minded, 
so that listeners would come to look 
for the servicemen who feature RCA 
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tubes whenever their radios need 
: servicing. 

>The William J. Ganz Company 
(New York) produced a film en- 
titled “The Company You Keep.” 
The theme of this picture was the 
well-known adage “A man is known 
by the company he keeps.” This 1342 
minute film stressed the fact that 
obviously any dealer who kept com- 
pany with RCA tubes and who han- 
dled and used them in servicing, was 
capitalizing on the immediate con- 
sumer acceptance of products bear- 
ing the RCA trademark. This timely 
and highly effective film was shown 
to distributors’ salesmen to build 
their enthusiasm and to provide con- 
structive sales hints and ideas for 
their calls on dealers. 

RCA, as an integral part of the 
campaign, offered mats free to dis- 
tributors for newspaper advertising 
and agreed to pay 50% of the cost 
of newspaper advertising. Radio and 
TV owners were told to “Look 
for the Service Shop displaying this 
plaque,” and the plaque itself was 
featured in the ad with a list of those 
local service dealers who had already 
received the distinguishing sign. 

Page four of the self-mailer 
pictures the Dealer Identification 
Plaque in full color. It is a striking 
metalloid sign in gleaming gold fin- 
ish, framed in a mahogany-type 
border. Measuring 10” x 13”, the 
plaque features an embossed RCA 
trademark and two-toned lettering. 
The dealer’s own store name appears 
prominently on the gold foil center 
portion. The prestige building de- 
vice is suitable for hanging or stand- 
ing in the dealer’s window or coun- 
ter area. 
> To register his dealers, a distribu- 
tor receives numbered “Dealer Reg- 
istration Cards,” with space for the 
dealer’s name, address, and phone 
number, together with the same in- 
formation for the distributor. Upon 
receipt of the cards the RCA Tube 
department will place the dealer’s 
name on the mailing list to receive 


your ROA 
distributor 
offers you 


a magic pass-key 


Here it Comes... This “Magic Pass-Key’ 
mailing piece announced RCA’s complete 
promotion program to dealers. 
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Postcards for Dealers .. . This series of 
postcards is offered with dealer imprints for 
mailing to service prospects. 


Radio and Television News, a dealer 
publication issued bi-monthly by 
RCA. It contains technical articles 
on TV servicing, as well as news of 
promotion programs. The house or- 
gan is shown in the dealer’s self- 
mailer. 

The dealer will also receive the 
Dealer Identification Plaque with his 
name thereon, and the distributor’s 
name on the reverse side. In addi- 
tion he will receive RCA trademark 
decals, for window, door and service 
truck, containing the RCA trade- 
mark and the words “We use RCA 
Tubes.” Measuring 9”x 1034”, this 
red and white decal aids in identify- 
ing the store or shop as local head- 
quarters for RCA tubes. 

The company also provides speci- 
fied quantities of “Basic Mailing 
Kits.” Each kit consists of 50 each 
of four mailing pieces, all imprinted 
with the dealer’s name, address and 
phone number. The cost for a kit 
of 200 imprinted mailing pieces is 
$3.25. However, the kits are avail- 
able only at the time the dealer is 
registered by means of the card. On 
all additional orders, which may be 
placed later, the mailing pieces be- 
come available on open billing basis 
only. The “Magic Pass-Key” self 
mailer describes the mailing pieces 
for the dealers. 


> The basic mailing kit includes 
50 “Symbol of Quality” folders and 
matching envelopes. Designed to 
look like a formal announcement, this 
piece features the Dealer Identifica- 
tion Plaque. The two-color folder 
measures 5” x 7” open and is printed 
on high-quality stock. 

The second and third mailing 
pieces are 6” x 9” jumbo postcards, 
each of which features a large illus- 
tration of a typical service dealer 
in his shop, together with a friendly, 
informative message. The two cards 
are designed to be mailed in two 
successive months for maximum ef- 
fect. They cost $2 per hundred sets 
and require 2¢ postage. 

The fourth piece is called “TV 
Troubles” folder. It is designed to 
accomplish three major objectives: 
1. It tells the customer that a TV 
set is a highly complex instrument 
which requires a trained technician 
to locate and correct the source of 
trouble. 

2. It sells the prospect on the idea 
of calling on the individual dealer 
whenever his set needs servicing. 

3. It informs the customer of the 
importance of quality tubes for max- 
imum operating efficiency and states 
that the dealer uses and recom- 
mends RCA tubes. 

The folder requires 2¢ postage. 
Complete with four line dealer im- 
print, the cost for the two color, 842” 
x 11” folder is only $1.75 per 100 
copies. 


> RCA also gives the dealer hints on 
building business by direct mail, 
tells how to build a mailing list and 
suggests regular monthly or semi- 
monthly campaigns. By means of 
bright, colorful, cartoon-style post- 
cards, the dealer is able to plan and 
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TV Troubles .. . This direct mail piece 
used by dealers participating in RCA's pro- 
motion program features common TV set 
faults. 
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Formal Mailing .. . This direct mail piece 
is designed to look like a formal announce- 
ment. It is printed on high quality stock with 
matching envelope 


conduct a complete, year-round, di- 
rect mail campaign. The cards are all 
2¢ government post cards and copy 
stresses the fact that the dealer pro- 
vides friendly, efficient repair work. 
It establishes the dealer’s shop as 
the accepted neighborhood radio- 
television service headquarters. 

One card features “TV Picture 
Troubles”; the second stresses radio 
service, and the third is a reminder 
for customers whose sets were pre- 
viously repaired and contains a com- 
plete 1953 calendar. This series of 
cartoon cards costs only $2.75 per 
100 cards, including a four line im- 
print. Cards may be bought individ- 
ually or as a set with a minimum of 
50 cards per order. On a special com- 
bination order, the cost of a set of 300 
cards is only $7.50. 


>The program booklet goes on to 
tell the dealer “What this national 
campaign means to you.” He is ad- 
vised of the great opportunity of- 
fered to establish a reputation for 
himself as an officially recognized 
service dealer. RCA constantly brings 
in the value of its name to dealers 
using RCA tubes, stressing the Deal- 
er Identification Plaque steadily 
throughout the folder. 

RCA tubes are sold through dis- 
tributors who call on the dealers. 
Thus, the company strives ever to 
push the service that distributors of- 
fer to the dealers. For example, the 
dealer is told that RCA distributors 
offer the widest selection of unique 
sales and servicing aids in the indus- 
try, and is shown traffic-stopping 
displays and signs. He is also re- 
minded that the promise of the ad- 
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vertising is fulfilled by products of 
high quality, products bearing the 
RCA name. The dealer learns that 
45% of TV set failures involve the 
replacement of tubes, 40% on re- 
ceiving tubes alone. 

To promote maximum customer 
satisfaction, he is advised to provide 
genuine RCA receiving tubes and 
kinescopes. He receives RCA tech- 
nical literature prepared by radio 
and television engineers and spe- 
cialists, publications which aid in 
solving difficult servicing problems 
with a minimum of time and effort. 
Again, he is told to see the RCA 
Tube distributor to learn about the 
wide variety of RCA technical liter- 
ature available. 


>The Tube Department devotes a 
full page of the mailer to six panels 
which explain some of the tests and 
procedures involved in the manu- 
facture of RCA picture tubes. All of 
this material provides the dealer 
with comprehensive manufacturing, 
precision, tolerance and testing in- 
formation which he can transform 
into conclusive sales arguments as 
to why he provides his customers 
with RCA tubes. 

The mailer also describes the 
“registered dealer” display set, which 
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GOA “catches the 
eye’”’ with anima- 
tion plus light. 
This revolving 
E-Z Cooker dis- 
play is one more 
example of the 
GOA “‘know-how”’ 
that spells adver- 
tising impact. 
And GOA can 
do the same out- 
standing job for 
you in commercial and identification signs 
as well as 24-sheet posters, painted bulle- 





Invitation to Participate . . . This two- 
page spread in a number of radio and tele- 
vision trade papers invited dealer participa- 
tion in RCA’s promotion program. 


is a three-dimensional display in 
full, rich color. The dealer gets this 
plus a set of ten RCA dummy 
cartons and two easeled display 
cards as companion pieces. Once 
again, this brilliant, three-dimen- 
sional, 25” x 33” display features 
the Dealer Identification Plaque. 
The display is in six sparkling col- 
ors. The dealer is urged to use these 
pieces to decorate his window to in- 
vite new business from the traffic 
that normally passes the shop. He is 
told that a window can either invite 
or repel new prospects and with the 
merchandising aids offered by his 
distributor, he can cash in on the 
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Whether you need one sign or a thou- 
sand—for a complete job from design to 


installation to maintenance—the ex 


ri- 


ence of the entire GOA organization is at 


your service. 


Call your nearby GOA branch office 
for full information or write: 





General Outdoor Advertising Co. 
515 South Loomis Street, Chicago 7, Illinois 
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ADVERTISING DISPLAY CO. 


118-124 WEST PEARL ST., CINCINNATI 2, OHIO 
Producers of illuminated and non-illuminated types of signs. 


Serving manufacturers of brand-name 
products from coast to coast. 


Representatives in principal cities 


TWIN-STICK 


KEEPS YOUR DISPLAY UP 


Write for literature and samples. 


DURABLE RUBBER PRODUCTS CO. 


549 West Fulton Street 





Chicago 6, Ill. 





Stay on the Ball 


Easy Way to 

Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Advertising 
Requirements is one book that enables 
them to stay on the ball. The president 
of one New York Agency, for example, 
says “Advertising Requirements is help- 
ing me to keep my staff up to date. I 
am requesting that all creative and pro- 
duction personnel read it thoroughly.” 
If you have any doubts about seeing 
every issue, we suggest you use the re- 
ply card in the front of the book to 
enter your own personal subscription 
at once. 





selling power behind the RCA trade- 
mark. 


>The dealer may also obtain an il- 
luminated “spinning motion” sign 
which is eye-catching and unusual. 
A novel spinning wheel creates an 
effect of dancing shadows and colors. 
The sign, which measures 15” in 
diameter, is furnished with two 40 
watt bulbs, six feet of chain for hang- 
ing, and a motor to run the spinning 
wheel. The letters “TV-Radio Ser- 
vice” appear in white against a bril- 
liantly glowing red background, a 
full four inches high. 

RCA really rings the bell with a 
new plastic outdoor illuminated sign 
for dealers. The sign has a vivid red 
background and white embossed let- 
ters, broadcasting “TV-Radio Ser- 
vice” far and wide. The dealer’s own 
store name occupies a prominent 
portion of the 2’ x 3’ sign, at the top 
of both faces, where it is visible at a 
glance. The lettering is fused per- 
manently into the faces. It is said to 
be worth over $125 and is offered to 
the dealer at a cost of only $59.50. 


>RCA provides a suggested sales 
letter for distributor use to go with 
a copy of the “Magic Pass-Key” 
folder. The letter includes a list of 
suggested quantities of kinescopes 
and tubes for dealer participation in 
the program. For an order of four 
kinescopes or 100 receiving tubes, it 
is suggested that a distributor pre- 
sent a Personalized Dealer Plaque, 
the RCA trademark decal and regu- 
lar copies of Radio and Television 
Service News. There is a graduated 
order schedule with the dealer re- 
ceiving more display items depend- 
ing on the size of his tube order. 
RCA pushed its Dealer Identifica- 
tion Program strongly in the trade 





This plaque is your assurance original performance standards. 
that the setvice technician stocks Rely on him for prompt TV- 
and uses genuine RCA electron Radio service 


tubes for installation in twlevi- The following service shops 
sion or radio sets, regardless of in your area have been officially 
make or model. He knows that registered and now display the 
he can count on RCA Tubes to Dealer Identification Plaque 
help him restore your set to its illustrated above. 
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Local Newspaper Ads.. . RCA’s Dealer 
Identification Plaque is featured in a series 


of newspaper ads prepared for sponsorship 
by distributors. 


DEALER NAME 
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Plastic Sign . . . This plastic sign is offered 
radio and TV servicemen who use RCA tubes. 





Illuminated Sign . . . RCA furnishes this 
sign to servicemen. It adds another element 
of identification to help dealers capitalize 
on RCA's reputation. 


t~ Doty l 
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Window Display .. . RCA's Dealer Iden- 
tification Plaque is featured in this window 
display offered service shops participating 
in the promotion program. 


press read by its dealers. Spreads 
appeared in Television Retailing, 
Service, Radio & TV Service Dealer, 
with an adaptation in Electrical 
Merchandising, all illustrating the 
Dealer Identification Plaque and ad- 
vertising the various promotions 
available to dealers. The “Magic 
Pass-Key” folder was shown and 
dealers were urged to ask their RCA 
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tube distributors for the 16-page 
booklet. All were invited to “share 
in the magic of the RCA trademark.” 
Full page advertisements on cover 
positions, also appeared in Radio & 
Television News, Television Retail- 
ing, Radio & Television Service 
Dealer, Radio & Television Weekly, 
Radio-Electronics, Service, Parts 
Jobber, with adaptations in Jobber 
News and Electrical Merchandising. 
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Porcelain Sign Groups 
Plan Mid-year Meeting 
The Porcelain Enamel Institute 


will hold its annual mid-year meet- 
ing May 6-8 in Chicago. The main 
business at the Edgewater Beach 
Hotel meetings will be discussions 
and planning for promotions to in- 
crease the use of porcelain enamel 
signs and o consider recommenda- 
tions for improved lighting of the 
signs. The institute’s sign, architec- 
tural and general enameling divi- 
sions will participate. 

Other important meetings planned 
by the institute for 1953 are a forum 
Sept. 16-18 at Columbus, O. and the 
22nd annual meeting, Sept. 30-Oct. 
2 at White Sulphur Springs, W. Va. 


Samples, Details in 
New Ad-Stik Folder 


The unusual Ad-Stik point-of- 
purchase decals are described in a 
new folder offered by Ad-Stik Co. 
(Pittsburgh). The decals are made 
of weatherproof, washable plastic 
that can be easily applied, removed 
and reused many times. 

Unlike most decals, Ad-Stik has 
no adhesive backing—the sign is 
self-sticking, either front or back. 
Brilliant colors are baked on and are 
claimed to be fade and bleed-proof. 

Among the other advantages 
claimed for Ad-Stik are that it can 
be easily cleaned, sticks to many 
surfaces that won’t take other types 
of decals, leaves no marks, etc. 

Samples of Ad-Stik decals are in- 
cluded with the new folder. 


copy circle No. 517 


on the 
Readers Service er 


ack 


Craftint Develops New 
Day-Glo Color Spray 


Fluorescent colors have spread 
into a new field. This time it is 
Spray-Glo, an aerosol spray of Day- 
Glo colors in lacquer form. 

Introduced by Craftint Mfg. Co. 
(Cleveland), Spray-Glo comes in 
six colors—fire orange, saturn yel- 
low, rocket red, are yellow, signal 
green and neon red. An undercoater, 
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for use on colored surfaces, is also 
available. The undercoater is not 
needed if a solid white background 
is used. 

Craftint reports that the new 
product will adhere perfectly to 
wood, paper, glass and metal. It is 
already being used on a wide variety 
of signs and displays. Spray-Glo is 
concentrated and only a_e small 
amount is needed for the average 
application. Eleven-ounce aerosol 
containers retail at $2.80. 


Samples of Varied Tapes 
Offered in Color Folder 


Ready-to-stick tapes with adver- 
tising messages and company trade- 
marks are described in a colorful, 
four-page folder issued by Mark’ 
Andy Ready-to-Stick Tape Co. (St. 
Louis). Four samples of the com- 
pany’s tapes are attached inside the 
folder. 

The folder lists several uses for 
these special tapes, including pack- 
age sealing, point of purchase ads, 
price marking, warning and instruc- 
tion labels, shipping identification, 
etc. The tapes are produced in both 
one and two colors on cellophane, 
acetate fiber, paper and laminated 
materials. 

Illustrations of eight styles of de- 
signs for the tape and 14 special art 
borders are shown in the folder. 
Also shown are the type faces avail- 
able in the Mark’Andy composing 
room. 


Pollak Develops New 
Fluorescent Lacquer 


An almost clear lacquer which 
can be applied to printed or deco- 
rated paper as well as many other 
materials to make them fluorescent 
under blacklight has been developed 
by Pollak Luminescent Corp. (Chi- 
cago). Called Flor-Es-It, the lac- 
quer is easily applied by paint 
roller, spray or brush. 

Flor-Es-It comes in two “colors” 
—blue-white and green-white. It is 
being used effectively for 24-sheet 
posters, counter and window dis- 
plays, decorative murals and hun- 
dreds of other applications. 

A four-page folder published by 
Pollak describes the new lacquer 
and offers a free sample to those 
interested. 


For your copy ircle No. 519 on the 
Reader's Service Card near back ver 
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Another Pla tilux 


luminated sign 
designed fo dentity 
dealers acr 

the country for 


) | Firestone Tire & Rubber Co. 


selling with signs 


NEON PRODUCTS, inc. 
America’s largest and most experienced 
manufacturers of illuminated signs. 
500 Neon Avenue, Lima, Ohio 





the science| of 


Out of advertising’s 
$6,000,000,000 annual budget .. . 


the readers 
of AR spend 


$3,000,000,000 


A.R. goes only to aciual buyers of 
advertising materials, equipment, and 
services, and goes to far more of 
them than are included in the audi- 
ence of any other publication. 


It provides the specialized editorial 
information which these buyers need 
and want, and which they cannot 
obtain anywhere else. Editorially and 
circulation-wise, Advertising Re- 
quirements covers your field specifi- 
cally, with power and penetration 
never before available. Write today 
for details on the truly amazing re- 
sponse which this new publication is 
producing. 


Gncdvert ising 


Requirements 


200 E. Illinois St. Chicago 11, Il. 


53 











What every adman should know about 


Buying Paper in Rolls 


By Charles V. Morris 
Sales & Advertising Assistant 
to the President 
Henry Lindenmeyr & Sons 
New York 


If you are new at buying or using 
paper in rolls, however seasoned 
you are in paper know-how, prepare 
for some hard knocks. 

Why? Because you'll be talking in 
a brand new idiom. Not altogether 
strange lingo, granted; but different 
enough to harass you—yes, embarass 
you—until you’ve learned to speak 
it fluently. 

First, you'll want to know how the 
purchase of paper in rolls is so es- 
sentially different from the routine 
of purchasing paper in sheets. 
> Production processes to which roll 
paper is exposed are as different 
from sheet-fed operations as day is 
from night. The buyer, or specifier 
of paper for sheet-fed presses is 
thoroughly acquainted with trade 
customs, practices and nomenclature. 
Price lists, manuals and sample 
books tell a complete story of grades 
and sizes, weights and finishes, pack- 
ing and handling. 

The mechanical details of sheet- 
fed letterpress, lithographic and 
gravure reproduction methods, and 
papers to be used satisfactorily for 
each process, fall into set patterns. 

All this information is common 
knowledge. People in the advertising 
business, the graphic arts and the 
paper business are weaned on it. 
> But, because there are no estab- 
lished standards for paper in rolls; 
because every order for paper in 
rolls is “made-in-measure”; because 
operators of web-rotary presses 
make most profitable use of their 
machinery’s facilities—width and 
accessories—no simple rules can be 
laid down. 

A veteran manufacturer of web- 
rotary presses, talking about paper 
requirements for his presses, put it 
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like this: “Paper must be fitted to the 
job. Selection of the paper should 
be determined by the speed of the 
press, by the number of after- 
printing operations the paper must 
endure.” He went on to mention 
other considerations one by one, “the 
kinds of ink, the number of colors to 
be applied one over the other, the 
area of coverage; whether you're 
printing on one side, or two; and 
especially, the quality of results, de- 
sired.” 

It’s obvious that the “job-deter- 
mines-the-papers” theory, therefore, 


+ + + + + + + 





The author of “Solving Every- 
day Paper Problems” outlines 
key factors to consider when buy- 
ing paper for web rotary presses. 


is an even more important considera- 
tion when paper will be processed on 
high-speed web-rotary presses. 


> Remember this—paper runs off a 
reel and delivers in sheets or in rolls 
for slitting later. Running at ex- 
tremely high speed, the paper’s 
strength and printing qualities are 
severely tried, particularly on web- 
presses that print on both sides of 
the sheet in one operation. Remem- 
ber, too, that it is not unusual for 
paper in process on some web-rotary 
machines to pass through several 
operations after actual printing. For 
instance, punching for all sorts of 
business equipment; numbering, per- 
forating lengthwise and/or crosswise, 
rewinding, slitting, folding. That 


kind of single-flow processing repre- 
sents an unsparing ordeal for paper. 

The valuable advice of another 
press manufacturer is also worth 
dwelling upon. “It’s a fact,” he says, 
“rolls that might be satisfactory for 
letterpress printing will not get by 
on highly precise lithographic press- 
es. Be sure the paper manufacturer 
knows what reproduction process 
will be used and on what press—kind 
and size—the paper will be run. 
While all rolls should be wound ac- 
curately and trimmed with care, rolls 
for fast-moving offset presses should 
be processed and handled pains- 
takingly.” 

Those are warning flares that re- 
quire sharp heeding. 


> Here, though, is a bright note. 
Papers used on web-rotary presses 
are chiefly limited to a few clas- 
sifications—coated, super, English 
finish, eggshell and offset book 
papers; coated-one-side label papers; 
bond, writing, ledger and thin papers. 
Of course, there is no reason in the 
world why you can’t use bristol, 
index, tag and cover that are flexible 
enough to go around the feed roller 
and the turning bars of the press. 
There is some call for these heavier 
weight papers. Several specialists in 
the manufacture of tags for mer- 
chandising purposes are currently 
printing 10-point coated postcard. 
Still others use 150-pound manila 
tag and 91-pound index. 

It is only a matter of time before 
more and more heavier weight 
papers—yes, and a greater variety 
of papers—are printed regularly on 
web-rotaries. 

More and more advertisers are in- 
vestigating the advantages web- 
rotary presses offer when long-run 
printing—one, two or four color— 
is being planned. Several New York 
shops using Webendorfer web-rotary 
machines offer webs for sale that 
measure 1242, 17%, 25, 38 and 45 
inches. Mail-order advertisers were 
among the first to realize the value 
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of this new development in litho- 
graphic reproduction. 


> For the present, and because 
scarcely more than a handful of 
printers, lithographers, advertisers 
and paper people are seasoned users 
and buyers of paper in rolls, the sub- 
ject is treated here in a-b-c- fashion. 

It is certain, however complete a 
list of do’s and don’t’s is compiled, 
you will still encounter circum- 
stances that aren’t “in the book.” 
Be prepared, now, to enroll early in 
the school of hard knocks. 


> These few pointers can erect a 
fairly formidable shield to help soften 
some of the blows. 


1. Order rolls made to maximum 
diameter. Why? Because press oper- 
ators say, the fewer roll-changes in 
a run, the fewer the press adjust- 
ments; the more profitable the oper- 
ation. 


2. Limit the number of splices-to- 
the-roll. Why? Because the greater 
the number of splices encountered, 
the greater the number of press ad- 
justments; the more press time lost; 
the greater the loss of paper yardage. 
More important, there is a possibility 
of encountering a splice that isn’t 
flagged. The consequences are 
broken blankets, smashed plates, 
possibly damaged presses. 

Most lithographers put a limit of 
two splices-to-the-roll. 


3. “Flag” all splices. Why? Because, 
as just pointed out, unflagged splices 
raise havoc on web-rotary presses. 
“Flags” are little colored signals that 
appear on the sides of rolls at the 
precise point of the splice. An opera- 
tor tells how one of his machines was 
out of operation an entire week be- 
cause of damages caused by a splice 
that wasn’t flagged. The overall loss 
to the operator added up to thou- 
sands of dollars. 


4. Specify maximum basis-weight 
required. Why? Because you buy 
yardage, not pounds of paper. When 
ordering 25 x 38 50-pound offset 
paper without the further stipula- 
tion, “not heavier than,” you could 
receive 5l-pound, 52-pound, 53 or 
54-pound paper. Yardage is thereby 
cut down. Fewer printed sheets are 
realized. 


5. Allow 5% spoilage when estimat- 
ing. Why? Because the weight of the 
roll includes the outside wrapper and 
the core. Because some damage to 
the roll can occur while it is in trans- 
it. In the unwrapping operation 
further damage can result. Finally, 
the last 5 to 10 pounds of paper near- 
est the core are curled beyond value. 
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WHAT 


should your letterhead do? 


@ SHOULD IT 
BE INSTITUTIONAL 
AND IDENTIFY YOUR PLANT? 


@ SHOULD IT 
ADVERTISE AND CARRY 
YOUR SLOGANS OR TRADEMARK? 


@ SHOULD IT 
PROMOTE CONFIDENCE 
BY LISTING YOUR TOP EXECUTIVES? 


What goes into your letter- 
head depends on YOUR business 
and YOUR markets. It should be 
designed to do a specific job for 
YOU. To assist you, Neenah will 
send you “The Psychology of Busi- 
ness Impression”’ which helps you 
find the right combination of the 
five basic elements every good let- 
terhead needs. The portfolio also 
contains 24 basic letterheads that 
demonstrate in detail how letter- 
heads can work for you. For your 
free copy, check the coupon below, 
sign your name and attach to your 


letterhead. 








NEENAH GUIDE 
To 
SETTER INDEXING 


A SASS 





COURTESY COUPON 


[] The Psychology of Business Impression, 


Letterhead Test Kit, and Opinion Cards. 


a Neenah Guide to Better Indexing, a com- 


plete sample file of fine quality index, 
which also contains useful information 
about tab cuts and sizes, ruling, color 
control systems. AR2 
SIGNATURE 
Attach to your business letterhead and mail to 
NEENAH PAPER COMPANY 


Neenah, Wisconsin 


wl 
wt 
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This 
fellow 

is 
REALLY 


out on 
a limb! 


One of the supply houses adver- 
tising in Advertising Require- 
ments recently wrote us as fol- 
lows: “But definitely you have a 
winner. Congratulations. The 
validity of your approach makes 
AR a ‘must’ for every source 
with something to sell to adver- 
tising men, even on a regional 
basis.” (Italics are his.) 

When an advertiser says 
that a publication is a “must” 
he is really getting out onto a 
limb, but in this case, we think 
he’s safe. After all, Advertising 
Requirements is the only publi- 
cation dealing exclusively with 
production, promotion, and mer- 
chandising — and it is the only 
paper in the field which provides 
coverage of every worth while 
account and agency. It just can’t 
miss. 


And the gentleman is right 
about suppliers operating on a 
regional basis. AR is doing a 
job for them. Furthermore, we’d 
like to point to the new trend in 
buying: Advertisers and agen- 
cies are demanding quality, and 
they are going after it, making 
it standard operating procedure 
to buy from sources a thousand 
miles away as long as they can 
get what they want. 

So, we are inclined to agree 
with the gentleman that AR is 
a “must” for every source with 
something to sell to admen. We 
think you will agree, too, once 
you see the complete evidence. 
Write for it, today! 


Advertising 
Requirements 


200 E. Illinois St. 


Chicago || 


6. Specify “free from slitter dust.” 
Why? Because slitter dust causes all 
kinds of trouble when the job you 
are producing has large solid areas 
to be covered. Most paper manu- 
facturers have equipped their slit- 
ting and winding equipment with 
special vacuum cleaning units. 
Nevertheless, the “free from slitter 
dust” specification is a good one to 
underscore in your orders. 


7. Stipulate “tight-wound rolls.” 
Why? Because soft, unevenly-wound 
rolls are useless. They can telescope 
in transit. They can’t be printed. 


8. Give proper “core” information. 
Why? Because there are no cores 
that are considered standard in every 
respect. Weights of paper and board 
and the kind of machine dictate 
diameter and style. However, three- 
inch slotted cores are in most general 
use. Some are returnable, some are 
not. The returnable cores carry a 
charge that is later reimbursed. 


9. Stipulate “rewound” rolls when 
width is narrow—1212” or less. Why? 
Because narrow gauge equipment is 
highly precise. Slitting must be ex- 
act. Winding must be hard and firm. 





10. Estimate carefully. Don’t take 
anything for granted. Why? Be- 
cause allowances—differential be- 
tween standard packed sheets and 
rolls—are not standard with all 
paper manufacturers. 


> Tags, labels, business forms and 
systems have long been produced on 
web-rotary press equipment. In 
these fields the use of web-rotary 
presses is expanding. More marked, 
though, is the expansion of web-ro- 
tary presses in the production of di- 
rect advertising. 

It is just good business, then for 
the user and buyer of printing to 
know more about web-rotary presses 
and their advantages; about prepar- 
ing copy for conversion to web-plates 
and about papers best suited to the 
web-rotary process of reproduction. 
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Inspirations Booklets 
Of Interest to Admen 


Although intended primarily for 
printers, admen will find much of 
interest in West Virginia Inspira- 
tions for Printers, published regu- 
larly by West Virginia Pulp & Paper 
Co. (New York). 

Editions of Inspirations are noted 
for their colorful printing. As the 
name implies, the contents provided 
inspirations for printed material. A 
current issue is entitled “A volume 


devoted to the arts.” 
such features as: 


It contains 


eA letterpress reproduction of a 
Constance Marine Charpentier paint- 
ing, illustrating the “Art of Draw- 
ing.” 


eA reproduction of a Rembrandt 
medical painting and illustrations of 
ancient surgical instruments, illus- 
trating the “Art of Surgery.” 


e Historical architectural illustra- 
tions both in color and black and 
white, illustrating the “Art of Archi- 
tecture.” 


e A beautiful color reproduction of a 
Hans Holbein painting, illustrating 
the “Art of Business.” 


e Other illustrations, many in full 
color, highlight the arts of astron- 
omy, cooking and defense. 

The volume is set up to show how 
various engraving and printing tech- 
niques can be applied to different 
printing papers. 

While only a limited supply of 
each issue is available, West Virginia 
Pulp & Paper Co. will send available 
copies to interested admen. 


For your copy circle No. 534 on the 
Reader's Service Card near back cover 


New Paper Imported 
From West Germany 


A new, imported parchment-like 
paper, Elephant Hide, is being dis- 
tributed in the U. S. for the first 
time by Fromson Orban Co. (New 
York). Produced in West Germany, 
Elephant Hide is made in 12 colors 
with configurations that penetrate 
the paper from front to back and 
vary from sheet to sheet. 

Extremely tough but highly pli- 
able, Elephant Hide is resistant to 
abrasion, dirt, grease and water and 
is washable with a damp cloth with- 
out affecting the surface or color. It 
is fast to light and sun. 

The new imported paper is said to 
be suitable for every printing proc- 
ess, stamping, engraving or metal 
leaf embossing and will glue easily 
with standard adhesives. Standard 
sizes are 25” x 38”, x 38” x 50” and 
rolls up to 38” wide. It comes in 
three weights. 

Typical applications for Elephant 
Hide include book covers, albums, 
catalogs, diaries, greeting cards, 
fancy boxes, menus and writing pads. 
A new sample book illustrating the 
range of colors and weights is avail- 


able. 


For your copy circle No. 535 on the 
Reader's Service Card near back cover 
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An Cw Industrial Survey 
Radio Broadcasters Report on Transcriptions 


The importance of tape recordings 
in today’s radio advertising picture 
is clearly shown by answers to 
AR’s survey of broadcasters. While 
there were a variety of opinions as to 
how many words in a minute as re- 
ported previously (AR March, 1953, 
pp 50-51), the acceptance of mag- 
netic tape recordings was universal. 

Only one station noted that it 
would not accept tape recorded 
spots, but all of the 45 broadcasters 
responding to the survey gave tapes 
a clear track for recordings other 
than spots. 

This new avenue to the air waves 
suggests many possibilities for ad- 
vertisers, previously limited to disc 
transcriptions. 


> The survey revealed several other 
interesting details about transcribed 
radio spots. Top favorite of broad- 
casters are 33rpm discs, with 90% 
of the respondents indicating this 
as their preferred form of tran- 
scribed spots. 78rpm discs were sec- 
ond, with many stations showing no 
special preference between 78’s and 
33’s. While none of the respondents 
indicated a preference for 45rpm 


discs, 17.5% indicated that they are 
acceptable. 

A tape speed of 71% is the favorite 
with nearly every station. Some, 
however, noted preference for a 15 
speed when the recording contains 
music. 





> AR also asked broadcasters to in- 
dicate the proper length for a “one 
minute” transcribed spot. The an- 
swers shaped up this way: 


55% noted 57 seconds. 

25% noted 58 seconds. 

5% noted 59 seconds. 

3% wanted them a full minute. 
2% cut the time down to 55 sec- 
onds. 


The time limits were for spots not 
requiring local tie-ins. The addition- 
al seconds are desired to permit 
some leeway for mechanical han- 


dling of the transcriptions. This is 
particularly important for spots to 
be used during 60-second breaks in 
network or transcribed shows. 

The survey also checked to find 
out how many broadcasters desired 
a copy of the script to show the con- 
tent of transcribed spots. Over 65% 
indicated that they always liked to 
have one. 


> The major radio networks had 
pretty much the same answers as 
the individual stations. Tape record- 
ings are gaining ground at all of the 
nets, but 33rpm discs are still the 
basic standard for transcribed spots. 
Katherine Pater of Mutual noted a 
preference for 78 rpm discs, how- 
ever. 

Each of the networks indicated a 
different length for “one minute” 
transcribed spots: 


ABC — 55 seconds. 
CBS — 60 seconds. 
MBS — 57 seconds. 
NBC — 58 seconds. 


All of the networks, except CBS, 
desire a copy of the script to indicate 
content of transcribed spots. 








Tape Recordings 
Come of Age 


By Dick Hodgson 
AR Managing Editor 


The amazing degree of acceptance 
of tape recorded commercials, as 
indicated in AR’s survey, opens 
many new vistas to admen— par- 
ticularly to those with limited radio 
budgets. 

There is no question that it is 
much less expensive to produce tape 
recordings in small quantities than 
to produce high fidelity disc tran- 
scriptions. It is in small quantity 
production that the tape recorder 
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may prove to be a most welcome 
addition to the adman’s tools. 


> Today the majority of radio tran- 
scriptions are produced by first mak- 
ing a master recording and then 
having the necessary quantity of 
transcriptions “pressed” from the 
master. Quite frequently the original 
recording is made on tape, then 
dubbed to a disc, which is used as 
the master. While the individual 
pressings made in this manner are 
relatively inexpensive, the prepara- 
tion of the master can run into very 
substantial sums. 

Very often this method of pre- 


paring radio transcriptions has elim- 
inated any thought of localizing radio 
commericals and programs, other 
than leaving “open ends” for the 
local announcers to add their bit. 
The method has also frequently 
ruled out any test campaigns of 
different types of commercials. The 
acceptance of tape recordings may 
easily change this situation. 


> Consider these typical cases: 


e Firm “A” wants to tie-in its ad- 
vertising with an important civic 
promotion in a top market. It has a 
reputation for the use of a distinc- 
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tive type of radio advertising. To 
have the local announcer provide 
the tie-in by a short message at the 
“open end” of its transcriptions 
would detract from the distinctive 
qualities of the format upon which 
the reputation has been built. 

With tape recordings, Firm “A” 
can have its chosen announcer pre- 
pare the necessary tie-in, which can 
be spliced to a tape-recorded dub of 
its regular transcriptions. The cost 
for the preparation of the tie-in an- 
nouncement in this manner would 
be far less than the cost of preparing 
another master from which the nec- 
essary quantity of pressings could 
be made. In most cases, it would 
also be less than the cost of cutting 
special discs. 


e Firm “B” wants to make a trial 
run on three series of radio com- 
mercials in selected test markets. 
The cost’ of preparing three sets of 
dises would be prohibitive. In this 
case the commericals can be re- 
corded on tape. 


e Firm “C” has a special sales prob- 
lem in a key market. They need a 
series of commercials in a hurry. 
Tape recordings are made in a few 
minutes and airmailed to selected 
stations overnight. 


e Firm “D” has a series of tran- 
scribed quarter-hour programs. The 
commercials on the transcriptions 
work fine for the majority of mar- 
kets, but a different series of com- 
mercials is desirable for a couple 
of key markets. To meet this situa- 
tion, the transcribed programs are 
dubbed onto a tape and _ special 
commercials spliced in. 


> These are just four of many ex- 
amples of how the acceptance of 
tape recordings by radio stations 
works to the advantage of admen. 
Several of the basic advantages of 
tape recordings are worth con- 
sidering: 


@ Good quality tape recordings can 
be on relatively inexpensive equip- 
ment. 


e Splices can be made easily. 


e Tapes can be reused, making the 
investment per commercial or show 
relatively unimportant. 


e Tapes are easily shipped, without 
fear of breakage. 


e Tape recorders are highly port- 
able. 


® Relatively untrained personnel 
can operate most tape recorders 
without difficulty. 


e There is no “waste” in recording 
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Ready for Shooting . . . Movie and TV producers are welcomed at American Gas 
Assn.'s studio, which features a variety of gas appliances. (Details in “How to Arrange Holly- 


wood Tie-Ins for Your Product,” page 17.) 


on tape. Portions edited out can be 
spliced together and reused. 


e Announcer fluffs are quickly cor- 
rected, without having to repeat 
satisfactory portions of an announce- 
ment or program. 

Actually, this list is only a partial 
run down on the advantages in- 
herent in recording on tape. Some 
of the points, however, are worth 
more detailed consideration. 


> The fact that inexpensive equip- 
ment can be used is a key factor in 
the use of tape. Almost any adver- 
tising department or agency can 
have its own recording “studio” with 
an investment of between $300 and 
$400. 

That is not to say, 
that recordings produced on this 
equipment can _ entirely replace 
“commercial” recordings. There are 
several factors, in addition to buying 
equipment, which must be consid- 
ered. Probably foremost is the union 
problem. Many stations will not 
accept recordings made by non- 
union engineers. There is also the 
problem of proper acoustics. Unless 
a room is specially prepared for re- 
cording, no adman can expect to 
achieve the quality of commercial 
recordings. 


however, 


> An internal recording setup defi- 
nitely has its place. It can be used 
for test recordings—to hear how a 
radio spot sounds coming out of a 
loudspeaker, for example. It can 
also be pressed into use for a variety 
of other uses such as the following: 


e To prepare test soundtracks to go 
with storyboards, slide films, etc. 


e To prepare sales presentations. 


e To edit material recorded on tape 
elsewhere. 


e To handle rush jobs when there 
is no time to arrange for commercial 
studio setups. 

This list could be expanded indefi- 
nitely, but the above examples will 
give some indication of the value of 
the tape recorder. 


> One of the best examples of the 
uses of tape recorders has been pro- 
vided by the Armed Forces. During 
World War II, all of the services got 
the “recording bug.” Wherever 
troops went there was quite apt to 
be some kind of recorder. For the 
most part these were disc recorders, 
although wire recorders came into 
the picture before the 
stopped. 

Many memorable events were re- 
corded for posterity, but the quality 
of the recordings left much to be 
desired. By the time the Korean 
unpleasantness hit the headlines, 
tape recorders had been pressed 
into military service. 

At first only highly expensive 
units were thought to be of any real 
value. Relatively inexpensive units 
were ruled out because of lack of 
recording fidelity. The big trouble 
with the costly recorders was that, 
for the most part, they were bulky 
and hard to transport into areas 
where anything larger than an ex- 
tra pair of sox was considered excess 
luggage. 


shooting 


> This lead to experimentation with 
the less expensive models which 
are generally considerably smaller. 
Within the past two years the ser- 
vices have found that manufacturers 
have so improved the quality of 
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their less expensive tape recorders 
that high fidelity is possible with 
units costing under $200. 

Today these recorders are being 
used in a variety of ways by all 
branches of the Armed Forces— 
even for preparation of radio ma- 
terial used for network shows. They 
are also being used for many other 
purposes which have their counter- 
part in advertising. One good ex- 
ample can be found at the Naval 
Photographic Center in Anacostia, 
D.C. Here trial soundtracks are fre- 
quently recorded “in sync” with 
training and public release motion 
pictures rather than prepared costly 
interlock soundtracks on film. Since 
service films are subject to approval 
by many different individuals, the 
original soundtrack is frequently re- 
vised many times—much the same 
as agency prepared material subject 
to the approval of the chairman of 
the board, president, vice presidents, 
sales manager, advertising manager, 
ad infinitum. These revisions can be 
readily made on tape, frequently 
during the approval showing. Re- 
vising interlock soundtracks, of 
course, is a much more costly and 
time consuming process. 


> Until the past couple of years, the 
duplication of tape recordings had 
presented a serious problem. Now, 
there are special devices which can 
quickly duplicate tapes of almost any 
length. The process, however, is gen- 
erally more costly than pressing discs 
in larger quantities. The tapes do 
have the advantage of being reusable 
and can be edited for special uses. 

Admen, considering adding tape 
recorders to their equipment, should 
keep in mind a few fundamental 
points. 


e A good microphone will be well 
worth its “extra” cost. 


e If recordings are to be used for 
radio, the tape recorder should oper- 
ate at a speed of 742. A 15 speed will 
generally give better quality if music 
is to be recorded, but most stations 
prefer 742 recordings. If economical 
use of tape is a factor, a speed of 334 
may be best, but it generally will not 
give the quality of faster speeds. 


e All inexpensive recorders do not 
give the same quality of reproduc- 
tion. Thus, it is well to investigate the 
matter thoroughly before buying. 


e Do not try to cut costs by using 
inexpensive recording tapes. 


e Do not consider an internal re- 
cording setup as a replacement for 
commercial recording services—only 
as a supplement to them. Good re- 
cording equipment and technicians 
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are well worth their cost for the 
majority of jobs. 


e Plan to have your tape recorder 
checked frequently to make sure it 
is producing recordings that will re- 
produce well on other machines. 


e Assign one person to handle the 
equipment. He will soon learn tricks 
that will save many hours of work. 


e Experiment and locate that “one 
place” in your offices where the best 
recordings can be made. 44 


Peoria Firm Makes 
Low Cost TV Films 


A new TV film production com- 
pany which is probably unique in 
its field has begun operations in 
Peoria, Ill. Called Central Illinois 
Telefilms, the new outfit, wholly 
owned by Mace Advertising Agency 
(Peoria), is producing 10 and 20 
second spots at prices as low as $25, 
plus art. 

While owned by Mace, the film 
company is operated by a separate 
staff, at a separate location. It serves 
numerous other agencies in the Mid- 
west—many of them Mace compet- 
itors. 

The studio is completely equipped 
with nine cameras, silent and sound; 
studio and portable lighting outfits, 
and mobile camera truck unit for 
on-the-spot shooting. The technical 
staff is headed by Robert D. Stamm, 
formerly operator of his own TV film 
studio in Houston, Texas. No proc- 
essing facilities have been found 
necessary, due to the closeness to 
Chicago and the presence of a com- 
pletely equipped processing plant in 
Peoria. 


>» According to J. J. Keith, General 
Manager of the Mace Agency and 
President of C.I.T., the new company 
is geared to the mass-production of 
low cost film commercials priced to 
fit the limited budgets of local and 
regional advertisers in the smaller 


cities now coming into the television 
field. 

“We have developed special studio 
equipment and special techniques for 
the economical production of silent 
film ‘shorts,’ for 10 and 20 second 
spots, openers, and closers, at prices 
as low as $25, plus art,” Mr. Keith 
told AR. “These ‘activated’ film com- 
mercials are shot on a single plane, 
with or without ‘cell’ overlays. The 
studio has equipment for printing 
‘cells’ in black, white or shaded let- 
tering. An almost unlimited variety 
of ‘special effects’ is possible, such 
as pop-ons, spins, zooms, revolves, 
drop-ins, drop-outs, lap dissolves, 
crawls, etc. 

“These low-cost ‘activated’ com- 
mericals are intended to supplement 
the transparencies (slides) and bal- 
ops usually employed by cost-con- 
scious advertisers. They offer a many 
times greater latitude of interesting 
action, at not much greater cost to 
the advertiser than slides and balops. 


> “Most of our first two months’ 
output was taken up right here in 
Peoria, for use on Peoria’s new UHF 
station, WEEK-TV, that went on the 
air on February lst. Now ready to 
serve a much wider area, we have 
prepared a manual for agency art 
directors that makes easily possible 
the ordering of ‘activated’ film com- 
mericals by mail. 

“A 3-year coast-to-coast survey 
convinced me,” says Mr. Keith, “that 
as many advertisers have been 
‘priced out’ of television by high film 
costs as by mounting time rates. 
Ample film production facilities are 
available in New York, Chicago, 
Hollywood and elsewhere for the 
big-budget advertisers. We propose 
to supply a quality film service to 
the smaller advertisers now coming 
into the field with the expansion of 
television into the smaller markets.” 

For your copy of C.LT.’s manual 
for agency art directors mentioned 
by Mr. Keith, circle No. 502 on the 
Readers’ Service Card near the back 
cover of this issue of AR. 44 





for TV Spots by Mail. With our 35 Years 
Experience , Huge Facilities, and Expert 
Crattsmen, we can produce all types of 
stop-motion, full animation and TV slides! 
... Send in your Storyboards for quotes. 
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DuMont Announces New 
Miniature TV Camera 


A revolutionary new miniature 
TV camera unit, which is completely 
self-contained, may furnish the an- 
swer to the question of the future of 
closed-circuit television. It has been 
developed by the Allen B. DuMont 
Laboratories. 

Called the “Tel-Eye,” the new 
unit is actually a complete camera 
chain with all associated power, syn- 
chronizing, RF, monitoring and out- 
put equipment, plus the camera it- 
self, contained in the small camera 
head about the size of a portable 
typewriter case. It is said to be sim- 
ple, efficient, highly portable and 
can be used with any standard VHF 
television receiver by simply plug- 
ging the “Tel-Eye” unit into a 
standard wall socket and attaching 
the camera’s output cabled to the 
TV receiver. It will feed multiple 
receivers with high quality pictures 
at distances up to 2,000 feet. 


> Herbert E. Taylor, Jr., manager 
of the TV Transmitter division of 
DuMont, outlined some of the po- 
tential uses of the new unit: “The 
‘Tel-Eye’ makes it possible to set 
up closed circuit TV operations 
quickly and simply under a wide 
variety of conditions in a matter of 
minutes. You merely plug in the 
camera to a wall socket and use any 
standard TV set without any altera- 
tion in the receiver. The camera has 
the lowest initial cost of any camera 
chain designed for industrial use but 
is not confined to industrial TV. For 
example, it can be used in TV 
studios in place of more expensive 
and cumbersome equipment during 
rehearsals. 

“Its uses in industrial fields are 
so numerous that they can only be 
briefly outlined. It can be used to 
guard banks, industrial plants and 
department stores, to supervise man- 
ufacturing operations from a dis- 
tance, to check documents and sig- 
natures, to control traffic in tunnels 
and crowded highways, to read me- 
ters and glass gauges on boilers and 
similar installations, and in hun- 
dreds of other applications.” 


> One of the key features of the 
new unit is that no trained person- 
nel are needed to supervise its opera- 
tions. The complete unit measures 
14” x 934” x 459”. It operates with 
any standard 16mm lens and is fitted 
for mounting to any standard camera 
tripod. It weighs only 18 pounds and 
has only 17 tubes. This compares 
with standard TV camera chains 
which need five pieces of equipment, 
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Tel-Eye .. . This new camera developed 
by DuMont may be the answer to closed- 
circuit TV. It just plugs into any standard 
wall socket and transmits a picture which 
can be received on a standard VHF television 
receiver without any alterations. 


have 118 tubes and weigh about 350 
pounds. 

The “Tel-Eye” can be used on any 
of the 12 VHF channels from 2 to 13 
and requires only good normal 
room lighting. The unit is available 
for immediate delivery. 44 


New 8-Second Radio Spot 
Announced by Rep Group 


Station Representatives Assn. 
(New York) has announced a new 
standard unit for radio commercials. 
Called “Radio Shorts,” the unit is 
eight seconds long and can be either 
transcribed or live. 

The new unit has been set up in 
answer to requests by agencies and 
advertisers for a quick, short an- 
nouncement, often consisting only of 
the product and a slogan, but some- 
times including even a short jingle. 
The established standards are: 


e Name... Radio Shorts. 
@ Mechanical ... Live or E.T. 


e Duration & Words .. . Not more 
than eight seconds in length, and not 
more than 16 words. 


e Irreducible Minimum . While 
the shorts might be of lesser dura- 
tion or of fewer words, no smaller 
time unit should be set up. 


e Excessive Time or Wordage.. . If 
copy or E.T. furnished exceeds eight 
seconds or 16 words, station will re- 
serve the right to reject it or to run 
it as a station break announcement. 


44 


Telenews Inaugurates 
Women’s Film Series 


“For Women Only” is the title of 
a new television film series pro- 
duced by Telenews (New York). 
It is designed to cater to the special 
interests of women. Each 15-minute 


film in the weekly series covers a 
different field including people, food, 
fashions and a “this and that” cate- 
gory which encompasses a_ wide 
scope of subjects appealing to 
women. 

The film service program was 
created to provide TV stations and 
advertisers with a compact, easy-to- 
handle and effective means of mer- 
chandising by presenting entertain- 
ing films. Jason Kirby, artist and 
magazine illustrator, supplied un- 
usual artwork for the series. Each 
film is narrated “off-stage” by a 
woman’s editor. 

Telenews has published an attrac- 
tive brochure describing the film 
service and listing a few of the films 
available under each heading. Some 
of these include an interview with 
Queen Elizabeth, a story on fashions 
from Spain, a visit to the Pump 
Room in Chicago and a film on bal- 
ancing the budget. 


For y 
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Trademark Character 
Interprets Weather 


A trademark character is the new 
weather interpreter for Leisy Brew- 
ing Co. (Cleveland) on a Cleveland 
TV station in a series of 20-second 
animated weather forecasts filmed 
by Sarra, Inc. (Chicago). 

The weather reports are written 
from official U.S. Weather Dept. 
bulletins and the forecasts are read 
by a station announcer. The ani- 
mated cartoon character, “George,” 
visually interprets the forecast. 


ro rcle kh 590 
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Soap Saver Spots .. . A new series of 
film commercials for the new NBC-TV net- 
work show, “Quick as a Flash’ (Thursdays, 
10:30 p.m.) sponsored by Thor Corp. (Chi- 
cago) has been completed by Sarra, Inc. 
(Chicago). Lee Randon, film director of 
Henri, Hurst & McDonald (Chicago); Jack 
Brand, Chicago actor, and Robert Runge, 
Thor advertising manager, discuss a scene 
from the new series of five 90-second tom- 
mercials. The commercials all emphasize 
the “water and soap saving factors’ of 
Thor washing machines. 
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How the 






By Robert B. Konikow 


When magnetic sound track for 
motion picture film was first de- 
veloped, its main use was thought to 
be either for making home sound 
movies or for distribution prints of 
films with limited circulation. Little 
did people think that here was a new 
tool for the production of standard 
films. Yet that is just what the mag- 
netic sound track has been turned 
into by the Department of Public 
Relations of the American Automo- 
bile Association, of which A. J. 
Montgomery is director. The AAA 
has found that they can accomplish 
two objects at once: increase quality 
and decrease costs. When you get a 
combination like that, it is well 
worth investigating. 

AAA has been producing films for 
many years, primarily safety films, 
although recently training films and 
travel films have been released and, 
very recently, a few TV spots. The 
list they would like to do is un- 
limited; their budget severely limits 
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Magnetic sound tracks for motion 
picture film help the American 
Automobile Association in two 


decreasing production costs. 





Movie Production 


the number they are able to do. So 
when Edgar Parsons and John Hoke, 
who had responsibility for film pro- 
duction within the Washington head- 
quarters staff of the AAA, heard 
about sound striping, wheels started 
turning. Here, they felt, might be 
an answer to their problems. 


> By making use of this new de- 
velopment in the 16mm film field, 
they have cut their recording costs 
way down. Estimates show that their 
recording bill is somewhere around 
10 to 12% of what it used to be. And 
at the same.time, they feel they are 
getting better quality and maintain- 
ing closer control over the end 
product. 

In the first stages of production, 
there is no variation from standard 
procedure. Most shooting is done on 
Kodachrome, using a Bolex. An Au- 
ricon single system camera is avail- 
able on those rare occasions when 
lip syne is required, or it can be used 
as a second camera. A rough cut is 
made of the original footage, follow- 
ing line script, but without trying to 
trim to exact length. A black-and- 















white work print is made from this 
and the film is edited to length, with 
the opticals indicated. 

For magnetic striping it has been 
found necessary to avoid splices. 
Regardless of the manufacturers’ as- 
surances, placing the magnetic coat- 
ing over a splice leads to an unneces- 
sary click in the final track. Thus a 
print, of the exact length of the fin- 
ished picture, but on one piece of 
film, is required. Since this is also 
a work print, the least expensive 
stock is used, and no attempt is made 
to include the fades or cross-dis- 
solves that will be in the finished 
film, nor to correct for varying den- 
sities. 


> This work print is then sent to the 
laboratory to have the magnetic 
striping added. When it returns, the 
recording can begin. Except for this 
one-piece work print, the procedure 
to this point has been pretty much 
standard. It is in the recording phase 
that the methods developed by AAA 
vary from the usual, and it is here 
that economies are effected. 

The equipment requirements are 
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Lip Sync Sequence 


Auricon camera. 


not especially burdensome. The main 
piece is, of course, the magnetic re- 
cording projector. In addition to 
being able to project the familiar 
16mm films, with optical sound 
tracks, this machine can record and 
playback a magnetic track. The voice 
is fed into the recording head 
through a microphone. For best re- 
sults, AAA replaced the standard 
mike with one of better quality. In 
addition, for music and sound effects, 
they installed two variable speed 
turnables for records, and two tape 
players. All five inputs were equal- 
ized, fed through a mixer, and am- 
plified. For convenience, all equip- 
ment was wired to a jack-strip. The 
entire installation cost less than 
$5,000, including some remodeling of 
two rooms in AAA headquarters, a 
standard downtown office building. 

The apparatus is placed in one of 
the two rooms, while the commen- 
tator and his mike and the recording 
director are in the other. A ground 
glass panel is installed in the con- 
necting door. This allows the work 
print to be projected and observed 
in both rooms. The microphone is 
thus shielded from the noise of the 
machinery. Actually, since the 
sound-proofing of the studio is neces- 
sarily rudimentary, most recording 
is done after hours, when the build- 
ing is relatively quiet. Better quar- 
ters are expected when AAA moves 
into its new building. 


> Several dry runs are made, with 
the commentator reading the script 
against the picture. At the same 
time, music and sound effects are 
being timed, and the whole proced- 
ure smoothed out. Whenever it is 
felt desirable, a recording is made 
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An AAA cameraman records a lip sync sequence using an 


on the sound stripe, and this is 
played back immediately. In this 
way, the commentator can hear how 
he sounds without waiting for proc- 
essing of film. If any changes are 
needed, either in the language of the 
commentary, or in its delivery, they 
can be made. It can be rerecorded 
in whole or in part, as required. For 
example, if a fluff occurs, a sentence 
or even a phrase can be replaced. 
Work continues until a track that 
satisfies all the members of the team 
is obtained. 

Timing is under the supervision of 
the recording director, who cues both 
the commentator and the sound man, 
neither of whom can pay too much 
attention to the film. Cuing is aided 
by punch marks made directly in the 
film, one a short time ahead of the 
cue to alert everybody, and the other 
at the exact frame. 

When the finished track is ob- 
tained, with voice, music and sound 
effects, it is sent to the laboratory to 
be transferred to an optical track. 
The lab then takes care of cutting 
the original footage to match, mak- 
ing the opticals, and printing the 
composite release prints. 


> There are many advantages in 
this method of production, not the 
least of which is budget. With rental 
of a sound studio starting at $50 an 
hour, it doesn’t take many hours to 
take a substantial bite out of a bud- 
get. A recording fee of $1,000 is not 
rare. Inside AAA, a recent 50-min- 
ute color production, gives a good 
basis for comparing costs. The out- 
of-pocket budget on this film was 
only $2,500! Of course, this does not 
include regular costs of the film op- 
eration, such as use of the studio 


space, or that portion of the salaries 
of those staff members who worked 
on the film. However, it is only fair 
to note that some of this would have 
to be taken care of even if an out- 
side producer made the film. A pro- 
duction of this type can draw heavily 
on the time of staff members, no mat- 
ter who does the shooting and edit- 
ing. In all, this represents a sub- 
stantial savings, as is quite evident 
to anyone who has ever had to pay 
for a film. 

The actual production of Inside 
AAA was carried on by four staff 
members, none of whom were used 
fulltime on the project. Richard A. 
Tupper, associate PR director, was 
responsible for the policy approach 
of the film, but should not be con- 
sidered a member of the team, since 
he was not involved in day-to-day 
operation. 

Heading the actual production 
team was Edgar Parsons, who wrote 
the script, handled production and 
direction, and spoke the commentary. 
John Hoke was the top technical 
man, handling the camera and the 
sound recording, assisted in both by 
Russell Bradley. Eleanor Kelly 
worked with these two in cutting the 
film, and also acted as director of 
sound recording. These are some- 
what vague designations, and neces- 
sarily so, since the four worked as a 
team, with responsibility being 
picked up as the job required by 
whoever was able to do so. 


> Another main advantage of using 
sound stripe is in the ease of opera- 
tion. The recording is available for 
playback immediately. There is no 


waiting for processing. If any 
changes are to be made, they can be 
made right away. If an error occurs, 
or even if the crew feels they can 


Recording Session . . . John Hoke, top 
technician on the Inside AAA film, is shown 
overseeing one of the many recording ses- 
sions needed to produce the film. 
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ple. 

At one stage in the production of 
Inside AAA, to cite just one example, 
the crew was dissatisfied with one 
section of the film. The commentary 
lacked pace, but nobody could sug- 
gest what was needed. The next 
morning, which happened to be a 
Saturday, somebody awoke with a 
brilliant idea. A few phone calls, the 
idea was approved, and a recording 
session was held that night. It did 
the trick, and at low cost. 

The use of sound stripe is similar 
to that of tape in its psychological ef- 
fect on the whole crew, especially on 
the commentator. Knowing that a 
mistake can be corrected easily, men 
are more relaxed, and less likely to 
make mistakes. It is hard to keep 
free from tension when you know 
that every fluff can cost $50 or more! 


improve the quality, a rerun is sim- | 


advertising men, salesmen 
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the looseleaf book with 
acetate sheet-protectors? 


> Further advantages are gained by 
having more of the operation kept 
within the hands of staff members. 
In that way, no time is lost in indoc- 
trinating outsiders in the particular 
requirements of AAA. 

There are some limitations in the 
use of this technique. It is best 
adapted for simple films, of the type 
more commonly produced. More 
elaborate sound tracks can be re- 
corded in this way, of course, but 
more elaborate and expensive instal- 
lations are needed. But even the 
simple installation described here 
has been a life-saver to the AAA film 
program. 44 


TradeWays Prints Six 
Uses of Slide Films 


“Your Next Slide Film,” a six- 
page booklet published by Trade- 
Ways (New York), answers why and 
when to use a sound slide film most 
effectively. 

Six best purposes suggested are: 
e To carry news about products and 
markets to buyers, trade custom- 
ers and employes. 

To put over convincing, salesmak- 
ing presentations of products and 
ideas. To promote full cooperation 
in merchandising-advertising cam- 
paigns or in other company plans. 
e To give instruction to salesmen, 
servicemen and other personnel. 
e To provide development training 
of men’s ability to sell products. 
e To put fresh life into group ses- 
sions. 

Also discussed is the planning, 
craftsmanship and _ scriptwriting 
necessary to produce a good sound 


slide film. 
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Hotel Offers Prompting 
Aid to Public Speakers 


The Statler Hotel (New York) has 
arranged to provide Teleprompter 
service to all speakers addressing 
groups using the hotel’s public rooms 
for banquets, sales meetings, con- 
ventions and other functions. Statler 
claims to be the first hotel to offer 
such a service. 

The Teleprompter, in use on TV 
for some time, is an electronic device 
which unrolls a script typed in large 
block letters before the speaker’s eye 
at a pace gauged to his individual 
style of delivery. It can be installed 
so that its presence is not noted by 
the audience. 

The hotel service includes typing 
the script, as many Teleprompter 
sets as needed by the speaker and an 
operator at a remote master control 
to regulate the machine’s speed. qq 


Radiant Mfg. Designs 


Special Color Screen 


Radiant Mfg. Corp. (Chicago) has 
announced production of a new 
screen designed for improved color 
projection. Color films, slides and 
filmstrips can be shown with greater 
detail, contrast and realism on the 
new screen. A special fabric, “Color- 
Flect,” is stretched tightly over the 
frame and locked securely into place 
to produce the new “Colormaster” 
screen. 

The Colormaster is a portable tri- 
pod screen. It is available in sizes 
ranging from 30” x 40” to 70” x 70”. 
Prices range from $29.95 to $59.95. 


Low Price Combination . Audio- 
Master Corp. (New York) has developed a 
low price combination record player and 
film strip projector which sells for $89.50. 
The carrying case is designed to look like a 
piece of luggage. The record player handles 
all three standard speeds and has a 5” loud- 
speaker. The projector has a 150-watt bulb. 
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Advertising Impact Frigidaire's 
appliance advertising manager, F. H. Peters, 
graphically illustrates how a sampling of 
the impact of Frigidaire’s national advertis- 
ing program upon Montgomery County, 
Ohio residents can be interpreted for gen- 
eral sales areas. Mr. Peters surveyed the 
county to help sales people visualize the 
effect of national advertising upon a typical 
local market. 


Ad Manager Develops 
Test for Ad Impact 


General Motors Frigidaire Divi- 
sion’s (Dayton) appliance advertis- 
ing manager, F. H. Peters, developed 
a method to help appliance sales or- 
ganizations in gauging the impact of 
national advertising upon local mar- 
kets. 

Mr. Peters presented his method 
and results at the company’s na- 
tional distributors meeting. He se- 
lected Montgomery County, Ohio as 
a typical marketing area and found 
that Frigidaire’s national advertis- 
ing program will shower 5,894,000 
sales messages upon 100,000 or so 
families in the area during 1953. He 
used local Sunday newspaper distri- 
bution and surveys on the number 
of radio and television sets to com- 
pile his figures. 

Mr. Peters said that by this meth- 
od of sampling results in one area 
he can give “our organization a 
common yardstick for measuring 
national advertising coverage in a 
manner that is easy to understand.” 
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Viewlex Produces New 


Automatic Projector 


A completely automatic slide pro- 
jector with a remote control switch 
unit has been developed by Viewlex 
(Long Island City, N. Y.). 

The projector’s cylindrical maga- 
zine holds 30 slides at one loading. It 
will accept 2 x 2 slides of all types— 
cardboard, glass or metal mounts. 
The machine is equipped for conven- 
ient changing of slides by both push 
button and automatic timer. Slides 


may be run forward or backward at 
any desired speed. 

Precision mechanical and elec- 
trical controls determine viewing 
time, amount of illumination and 
speed of slide changes as desired. A 
push button remote control switch 
permits operator freedom to move 
about in front or behind his audience 
and makes it possible to use the pro- 
jector for window display programs. 

An exclusive Viewlex feature de- 
livers greater brilliance. The pro- 
jection lens is a “Luxtar” 5” f3.5 
coated and color-corrected anastig- 
mat. A special built-in “flagging” 
disc automatically cuts off light from 
the projection lamp while a slide is 
being changed, preventing flashes of 
light and visible slide movement on 
the screen. 

Viewlex has issued a two-color, 
eight-page folder describing the 
“Viewmatic” projector. Illustrations 
demonstrate the various special fea- 
tures. 
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Variety Store Film 
Offered to Schools 


A full-color sound slide film, “Op- 
portunity in Variety Store Manage- 
ment,” is being sponsored by mem- 
bers of the variety store industry 
in an effort to stimulate interest 
among high school and college stu- 
dents in variety careers. The film 
was produced by Merchandiser Film 
Productions and was the result of a 
nationwide survey by Variety Store 
Merchandiser magazine made among 
high schools and colleges to deter- 
mine the need for such a film pro- 
gram. The film is available on free 
loan to all secondary schools and 
colleges. 


Auction Aid . . . Color slides were used 
by the Chicago Post Office to auction off 
unclaimed goods. As the operator moved 
slides into place, prospective buyers held 
up numbered paddles to signify their bids. 
The slide projection method was adopted 
to speed up the formerly slow, tedious auc- 
tions in which the actual goods were held 
up for inspection. 
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By Wesley I. Nunn 
Advertising Manager 


Standard Oil Co. (Indiana) 


To give the cold facts about the 
one-second starting and fast warm- 
up qualities of winter Red Crown 
gasoline, Standard Oil Co. (Ind.) 
this year dramatized its sub-zero 
outdoor testing in northern Minne- 
sota through a series of “Operation 
Icebox” photo-advertisements. 

Getting the frigid feel of the ice 
cold road test conditions into con- 
sumer advertising was a somewhat 
unique technical 
duction. 

The “Operation Icebox” campaign 
began when our advertising depart- 
ment, always in close touch with the 
research department’s planning, 
heard about the proposed road test 
program on winter gasolines. At the 
same time, representatives of the 
advertising department and of Mc- 
Cann-Erickson, one of our advertis- 
ing agencies, dovetailed their plan- 
ning with the sales and sales tech- 
nical departments to assure the 
strongest possible consumer and 
dealer impact. 


problem in pro- 


> Six new automobiles representing 
the principal differences in engine 
design were driven from the com- 
pany’s automotive laboratory at 
Whiting, Ind., to Moorhead, Minn.., 
the site of the experiments. At Moor- 
head, heavy snows had fallen and 
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Complete Campaign 


high-drifted 
roads. 
During the six-week test period, 
the temperature varied from 30 de- 
grees above zero to 30 below. Hun- 
dreds of individual tests were run. 
Different gasoline blends—covering 
the entire range of performance— 
were studied in each of the six cars. 
The time needed to start each car 
at various low temperatures was 
scientifically measured. Other tests 
determined the warm-up character- 
istics of each gasoline. Special instru- 
ments in each test car indicated the 


snowbanks lined the 








engine speed and _ recorded the 
temnerature of various parts of the 
engine during tests. 

Parkas, heavy clothing, boots, and 
mittens were a physical necessity. 
The intense cold caused technical 
difficulties with camera equipment 
used to record the tests. Photogra- 
phers, using both still and movie 
cameras and even though accus- 
tomed to northern states winter con- 
ditions, found themselves hampered 
by mittens and forced to work bare- 
handed. 


> As the results of the research 
tests were developed into the “Op- 





How Standard Oil 


used one set of 
black and white 
photos fora... 








eration Icebox” campaign, it became 
clear that both photographic and 
copy elements were exceptionally 
well suited to the many visual media 
Standard uses to reach the public, 
including newspapers, poster boards, 
television, farm papers, trade papers, 
direct mail, and dealer promotional 
pieces. Here was a real opportunity 
to present an integrated advertising 
story through all these media. 
Reproduction of advertisements 
for midwest newspapers and farm 
papers required special handling. In 
preparing art work to convey the 
impact of frigid cold, it was neces- 
sary in retouching to keep the photo- 
graphic feel and yet get the right 
contrast for newspaper printing. 


>In engraving, dots were etched 
down to a pin point to get the snow 
as white as possible. Plates were 
staged and re-etched with great 
care to avoid hard edges’ on 
vignettes. 

For full page advertisements, pre- 
shrunk Bista mats were used, from 
which newspapers made their press 
stereotypes and did not have to flat 


The author: 

Wesley |. Nunn 
Advertising Manager 
Standard Oil Co. 
(Indiana) 








Get Winter Rec 
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Red Crown KING-SIZE GAS BUY! Sigs 
integrated Campaign ... 


cast. Less than full page ads were 
reproduced from plastic plates. 

This phase of the “Operation Ice- 
box” campaign illustrates the effec- 
tive use of black and white—instead 
of color—to achieve the desired im- 
pact and readership. 


> Another feature of the campaign 
was adapting the basic road test 
photographs to two outdoor posters. 
While it is unusual for us to use 
photographs for poster work, in the 
design and production of “Operation 
Icebox” posters the strongest ele- 
ments of several photos were com- 
bined in montage. 





These four newspaper ads show how 
a single series of photographs was used for a complete campaign 


i Crown and 


Red Crown KING-SIZE GAS BUY! Sage 


Blue dye colored prints were used 
for the poster art. A deep ice blue 
poster with snowy white contrast 
was the result. Production, however, 
required printing from several plates 
in several shades of blue. 

For TV, both film clips and pic- 
ture slides of the tests were used 
as part of our winter gasoline com- 
mercials. The “Operation Icebox” 
story in words was also told on 
radio. 


> Likewise, all of our other visual 
Red Crown advertising in trade pa- 
pers, direct mail to credit plate cus- 
tomers, and dealer promotion pieces 


a) UR SRS 
Md sh 





? - 7 
WINTER RED CROWN 
Outdoor Posters .. 


outdoor posters. Blue dye colored prints were used for the poster art. 
poster with snowy white contrast was the result. 
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. The strongest elements of several photos were combined into these 


A deep ice blue 


wecause we kept. 


Winter Red Crown's made for 


ae. 
Ned Crown KING: -SITE GAS BUY! a a 





by Standard Oil of Indiana. Because of the winter background, the 
black and white photos were almost ‘natural ¢olor’ in themselves. 


during the 1952-53 winter featured 
the photographic illustrations of the 
Moorhead tests. The mailing piece 
to our credit plate users and the mer- 
chandising broadside to dealers were 
both presented in a die-cut icebox 
design setting. 

The “Operation Icebox” advertise- 
ments were designed and produced 
to leave the customer cold—in his 
own self interest. 44 


Color Standard Booklet 
Issued by Faber Birren 


Reference material on color stand- 
ards is listed in “Color Standards and 
Color Research,” a booklet published 
by American Color Trends, research 
division of Faber Birren & Co. (New 
York). 

The 20-page booklet is pocket size 
and has a two-color French fold 
cover. It describes 85 books, book- 
lets, charts and samples of colors 
available from companies in the Uni- 
ted States and Great Britain. The 
address, price and general use of 
color is given with each item listed. 

Some of the many sources are: 
Government agencies, horticultural 
societies, school furniture manufac- 
turers, plumbing fixture makers, 
sign manufacturers, business publi- 
cations, printing houses and textile 
companies. 

Maple sirup to highway signs are 
among the many color guides listed. 
Among the items of particular in- 
terest to admen are: 

e American Colorist booklet of charts 
containing over 500 color samples in 
process printing. 

e U.S. Dept. of Commerce's Artists’ 
Oil Paints, booklet describing min- 
imum standards in oil paints used by 
artists. 

e Bulletin colors, standards in paints 
used for posters, sign boards, etc., 
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as recognized by the Outdoor Adver- 
tising Assn. 

e Color=Aids collection of 200 colors 
in book or sheet form. 

e Ostwald System’s new presenta- 
tion of 37 loose leaf charts and 943 
individual acetate color chips. 

e Graphic Publishing Co.’s_ book 
showing 4200 different screen com- 
binations of a color with black or a 
color with another color. 

e Munsell Book of Color containing 
over 900 samples of color identifica- 
tion. 

e Standard colors for business pub- 
lications developed by American 
Ass’n of Advertising Agencies, Asso- 
ciated Business Publications and 
National Business Publications. 
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Denver Company Puts 
New Face on Maps 


Startingly different maps are be- 
ing produced by Jeppesen & Co. 
(Denver). Conceived by veteran air 
lines pilot, E. B. Jeppesen, and 
drawn by cartographer Hal Shelton, 
the new maps achieve a three-di- 
mensional effect. Drawings of actual 
mountains and rivers, much as they 
look from 20,000 feet above, are used 
on the maps rather than the tradi- 
tional symbols. 

The company has issued a four- 
color illustrated folder describing the 
development of the new maps. In- 
cluded is a list of available maps 
using the new technique. 
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Off the Screens . 


. . Reversing the usual 
procedure, these already established TV and 
movie characters will receive star billing in 
printed advertising for Wilson's Hickory 
Smoked MOR. Super-salesman CucaMORga 
and his buddy, SMORky the Bear, who have 
pushed Wilson's MOR on television and 
movie screens, will shortly be seen in color 
magazine and newspaper ads, 24-sheet pos- 
ters and point of purchase material. 
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Cal-Pictures Offers 


Unique Photo Service 


A San Francisco photography firm 
is offering a unique planned photog- 
raphy service called “File Assign- 
ment.” Developed by Cal-Pictures, 
the service is based upon building a 
full set of photographs for a busi- 
ness in advance of requirements. 

The firm plans complete coverage, 
including an actual “shooting script,” 
similar to those used for motion pic- 
tures. Then the camera crew takes 
over, covering a wide variety of 
shots, including operations, products, 


executives, key employees, etc. 

A catalog of the shots, made up of 
11” x 14” prints of each picture, is 
then furnished the user. Cal-Pic- 
tures keeps a similar file, with each 
negative assigned a catalog number. 
Prints are then available on short 
notice. 

One of the main features of the 
service is that all photos are avail- 
able for a flat charge, regardless of 
how often they are used. Details of 
the plan are explained in a folder is- 
sued by Cal-Pictures. 
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to all buyers of Photostats, 
Photographs and Offset Printing 
in the North Central States! 


Here, in one easy-to-find manual are the listings every pro- 
duction man or advertising buyer can use. Each section is 
tabbed for quick reference and comparison. 


The subjects covered are: 


Photostats, Photography, Photo Murals, 
Mounting and Displays, Graphic Arts Services, 
and Offset Printing and Planography 


4 
Mail or phone today for your Free copy a * 


ARROW PHOTO COPY CO. 


CHICAGO, ILLINOIS 


414 So. State Street 


Wav 


HArrison 7-9515 


251 E. Grand Avenue «*« DElaware 7-5560 








TRANSPARENCIES FOR 


MERCHANDISING DISPLAYS 


* LOWEST COST 
* FINEST QUALITY 
* MAXIMUM SALES RESULTS 


Proven sales increases as high as 350%! 


Backlighting makes the difference! 


Complete service from color 
photography and art work to 
full color reproductions. . . 
Full color transparencies for... 
Point of Sale 
Frozen Food Cabinets 
Department store cabinets 


Manufacturers, processors, 

distributors, etc. 
Quantity producers at low 
prices of color transparencies. 
Distinguished clients . . . Metro- 
Goldwyn-Mayer . Anheu- 
ser-Busch, Pan American Air- 
ways... Kleinert Rubber Co... 


Ad-Color transparencies cannot 
be equalled for SELLING POWER 
AT THE POINT OF SALE. 


Samples and prices on request .. . Write 


AD-COLOR PHOTO CORP. 


650 So. Arroyo Parkway, 
Pasadena 1, California 
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“We continue to be 
famazed at the fine 
y workmanship in your 
wood engravings.” 
Robert S. Farrington 
BATTEN, BARTON, 
DURSTINE & OSBORNE 
"TYPICAL of thousands we make each 
year for agencies and manufacturers 
everywhere. They show all the detail, all 
the shading. These pure black and pure 
white illustrations will print clearly on 
any kind of paper by any process. Elec- 
tros can be made directly from the wood 
block. Proofs can be enlarged or re- 
duced. Santones can be made directly 
from merchandise or any clear copy. 
PFeee2 See e8e8e880eR 2886288 8888 
Send us this ad clipped to your letter- 


head to receive free our new 60 page 
portfolio of engravings on wood. 


SANDER ENGRAVING CO., Inc. 
537 S. DEARBORN ST., CHICAGO 5, HA 7-2082 
THE WORLD'S LARGEST MAKERS 
OF ENGRAVINGS ON WOOD 
US Se ET wm em wo ee 
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~ Champion Paper Co. Unfolds Story Behind 


Handsome Advertisements for Kromecote 


Texture study advertisements, de- 
veloped by Champion Paper Co. 
(Hamilton, O.) to sell its deluxe pa- 
per Kromecote, have stirred up 
sparks of admiring interest in admen. 

The heather-colored length of 
tweed, the overflowing box of plump 
red raspberries, the scarf of silvery 
mink were so expertly photographed 
and reproduced that you could “feel” 
the tweed and “taste” the raspber- 
ries. 

There have been six studies thus 
far—a close-up of a rough tree 
trunk, chunks of ice, a loaf of home- 
made bread, the tweed, mink and 
raspberries. To heighten the three- 
dimensional illusion achieved in the 
four-color photographs, even the 
mortised copy block was carefully 
overlapped by a bit of fur, a piece of 
ice, a bit of bark and so on. 


> A large measure of the success of 
the ads must be apportioned to the 
excellent, prizewinning-calibre pho- 
tography. Each picture shows care- 
fully worked out details. The addi- 
tion of a red handled ice pick in the 
ice study; the clump of glossy leaves 
showing in the tree trunk picture: 
the gleaming knife and red checked 
tablecloth props for the loaf of bread; 
the scissors and measuring tape with 
the tweed—suggest a “situation” or 
“story” or, as in the case of the tree 
study, provide a contrast of textures 
which make the photographs really 
top quality. 

For the tweed study, lighting was 
supplied by a 500 watt spot key light 
and 500 watt flood heavily screened 
with Fiberglas to dim it. The key 
light was tilted overhead at 45 de- 
grees and shaded to bring out the 
contours of the fabric but soften oth- 


er parts of the set. This gave a feel- 
ing of movement to the picture. 

A view camera with a Zeiss 12” 
Apo-Tessar was used to shoot the 
tweed. Aperture was f64. Three fil- 
ters were used to get good separation 
—a dense red, heavy blue and a 
green. The basic exposure was 15 
seconds with the fvilowing filter ex- 
posures: 

Red 45 sec. 

Green 165 sec. 

Blue 360 sec. 

The plates were developed in DK 
50 diluted 1 to 1 with water for the 
following times: 

Red 8 min. 40 sec. 

Green 7 min. 35 sec. 

Blue 9 min. 45 sec. 


> A Carbo print was made from 
the separation negatives. Four-color 
process plates were made from the 
carbro for front and back of the 
tweed insert, using 133-line screen 
for the front and 100-line screen for 
the back. 

Both offset and letterpress were 
used to reproduce the series. The 
tweed insert was printed letterpress, 
eight up on a single color 38” x 50” 
cylinder press from electrotypes. 
Process color gloss inks suitable for 
cast coated paper were used in this 
sequence—black, red, yellow and 
blue. Heat was used on the blue 
only. A wet spray was used. Paper 
was Kromecote cover, cast coated 
on one side. 

The raspberry insert was executed 
with simple lighting and a specially 
built 8” x 10” color-separation nega- 
tive. The carbro prints were made 
directly from separations through 
standard ABC filters. An 18” Col- 
linear lens was used. Plates were re- 
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produced from original color photog- 
raphy. 

The raspberry insert was run four 
up on a 22” x 34” single color offset 
press. A light application of non- 
offset wet spray was used. The se- 
quence of colors was yellow, red, 
blue and black. Stock was Krome- 


cote cast coated cover. 44 

Authenticolor Develops 

New Color Film Process 
Authenticolor, Inc... New York 


color film laboratory is now demon- 
strating its new photographic process 
which is said to result in far more 
accurate 8” x 10” color transpar- 
encies of advertising artwork. 

According to Michael Lavelle, 
technical director and former color 
consultant to Time and Life, the new 
process, developed after a year of 
experimentation, results in truer 
tone, color and texture than hereto- 
fore possible. 


Describe Caricatures 


Caricatures are always a lot of fun 
and good attention getters, but espe- 
cially so for business meetings and 
shows. Entertaining salesmen, visi- 
tors and customers at meetings and 
trade shows is the specialty of Lenn 
Redman, Chicago caricaturist. He is 
distributing a folder describing and 
illustrating his work, which features 


Aunt FANNY 


OLD FASHIONED 
ANOIES 
-_ — WE 


i 








\X 









. this is 


“That artist goofed again . 
what | told him to make larger!” 
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caricatures of such celebrities as 
Jerry Lewis, Imogene Coca and 
Boris Karloff. Mr. Redman’s services 
also are available for special busi- 
ness assignments. 


526 on the 
Service Card near back cover 
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Use of Flexichrome 
Described by Kodak 


How Eastman Kodak Co. (Roch- 
ester, N. Y.) solved one of its own 
production problems with Flexi- 
chrome is the subject of an inter- 
esting four-page folder just pub- 
lished by the photographic firm. The 
folder explains in easy-to-under- 
stand terms how four black and 
white pictures and an Ektachrome 
transparency were combined to pro- 
duce one piece of finished art in full 
color. 

The artwork described was a cover 
for a booklet, X-Rays ... and you. 
Illustrations in the Kodak folder 
show just how the various elements 
were combined effectively. 

The folder also gives a short de- 
scription of the advantages in prepa- 
ration of full-color art work offered 
by the Flexichrome process: 


e A method of preparing highest 
quality color copy from black and 
white negatives, color  transpar- 
encies, color negatives, line draw- 
ings, or any combination of these. 


e The ability to change any color 
at any time. 


e The ability to produce hard or soft 
silhouette edges, and to vignette with 
ease. 


e A method of combining line draw- 
ings with photographic copy. 


e A flexible way to combine a 
variety of miscellaneous illustrative 





2nd annual 
ART & PHOTO 
BUYERS GUIDE 


Indispensable help in finding the 
man or organization you need for 
most every job. The on/y national 
directory of artists, illustrators, 
retouchers, 
photographers, art and photo stu- 
dios, photo reproduction services. 


Over 191 


designers, letterers, 


1,200 listings under 
convenient headings. 





NOW READY. 


--YOURS FREE 





copy in a single piece of finished 
full-color art. 

e A means of preparing full-color 
art for easy visualization by the 
client. 
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“How to Use Planography™ 


Actual samples of offset jobs run 
in black-and-white by the tremen- 
dously economical RCS system of 
gang-run offset printing make up 
this kit. Here’s top quality print- 
ing to take care of 90% of your 
printing needs. Helps cut art prep- 
aration costs, permits wider use 
of line art and previously printed 
matter or typed copy, and, top- 
notch halftones! Send the coupon 
today and see for yourself! 


min CFFSET PRINTERS 


Division of RAPID COPY SERVICE 
| | 123 N. Wacker Drive 
Chicago 6, Ill 
PLEASE SEND THE BLACK & WHITE 
IDEA KIT FREE TO: 
NAME 


COMPANY 
ADDRESS 
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TCC LOL 

















. . OF EXTRA CHARGE with 
subscription to Art Director & 
Studio News, the idea-full maga- 
zine of advertising art, only $2 
a year (12 issues). The GUIDE 
is an over-size special issue of the 
News, and sold separately for $1. 


ART DIRECTOR & STUDIO NEWS, Dept. AR-2 1 
43 E. 49th St., New York 17, N. Y. 


[1] Please enter my subscription to | 
Art Director & Studio News. Rush | 
special Guide issue. I enclose $2 | 

Send Art & Photo Buyers Guide | 
I enclose $1. 
NAME 
FIRM | 


ADDRESS 





| Photographer Wins $1,000 for Photo of 





Tens of thousands of photog- 
raphers took pictures in the Lincoln 
Memorial in Washington last year. 

One of them was made by a com- 
mercial photographer for use in an 


_ Often-Photographed Lincoln Memorial 


doms Foundation announcement was 
Edward R. Dunning of Ayer’s New 
York office. Reason: His 10-year-old 
son Johnny, was the boy in the prize 





winning photo. 44 


















ad prepared by N. W. Ayer & Son 
for the Electric Companies’ Adver- ‘ 
tising Program. This photo, by Hay- Lacey Publishes Folder 


man Studios of Philadelphia, won a : . . 
$1,000 grand prize in the annual On Projection Device 
Lacey-Luci, a versatile visualizer, 


Paper? 


Freedoms Foundation competition. 


The award-winning photo shows is described in a new folder pub- 
Print your AR ad a young boy gazing at the statue of lished by Merritt Lacey Corp. (New- 
; Lincoln. To get the fresh dramatic ark). The unusual projection device 

on an insert of 


is designed primarily for enlarge- 
ment or reduction of anything 
opaque, transparent or three di- 
mensional. The standard lens en- 
larges or reduces up to four times, 
while special lenses permit an even 
wider scope. 

The machine is also designed to 
produce photocopies, line and type 
negatives or halftones, silk screen 
positives and stencils and to burn 
in plastic printing plates. 

Already used by many advertisers, 
agencies and graphic arts firms, the 
picture that Ayer wanted, Robert Lacey-Luci occupies a floor space 
and Herbert Hayman first studied of 26” x 42” and has an 18” x 24” 
the statue from all angles and in all 
degrees of light it received through- 
out the day. 


your own stock. 


Suit yourself. Printing 
paper, fancy packaging 
paper, etc....No re- 
strictions on stock ex- 
cept weight. 





Tell your story on the 
paper that is your story. 


viewing area. No darkroom is neces- 
sary for any of the art functions, 
photocopying or cutting silk screen 
stencils. 


Do a terrific 


advertising and 
> Two problems emerged. First nat- 
ural light was not right at any time. 
Second, every camera angle from 
the floor of the memorial seemed 
trite since it had been used many 
times before. Controlled lighting 
at night solved the first problem. 
Hayman took the second to the 
National Parks Commission, the 
government bureau in charge of the 
memorial. They supplied the men 
and material to erect a 30’ tubular 
scaffold. From this, Hayman got the 
shot that Ayer selected for the ad, 
and eventually won the $1,000 award. 

Copy in the Electrical Companies’ 
ad was built around the Lincoln 
quote: “In all that the people can 
individually do as well for them- 
selves, government ought not to in- 
terfere.” Ayer and its client agreed 
that this statement summed up the 
beliefs of the business-owned elec- 
trical companies of America. 


sampling job 
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at one and the 


same time. 
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| >» For the illustration, Ayer’s copy 
| department felt that the constrast 
between the young boy and the Lin- 
coln statue dramatically symbolized 





the relationship between the individ- Lacey-Luci . . . Not a new weapon of war 

ual and government. The ad ran in but Merritt Lacey Corp's (Newark) visualizer, 

February, 1952, in national maga- which permits enlargement or reduction of 

zines. anything opaque, transparent or three di- 
Particulary pleased with the Free- mensional. 
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D. H. Grigsby 


Why do so many pieces of point 
of purchase material still get way 
out in left field? Who’s guilty? Well, 
first of all, let’s indict you suppliers. 
Much of the fault is yours. Why? 
You still have too many salesmen 
out beating the bushes who are 
simply calling on customers and 
saying, in effect, “Do you want to 
buy any displays today?” 

Too many of your salesmen have 
just too many accounts to call on. 
They get so little business from any 
one that they have to call on a lot 
in order to make a living, but they 
don’t have enough time to spend 
with any one. They don’t get a 
chance to develop accounts, and I 
don’t think many of us on the buy- 
ing side often buy displays just for 
the sake of buying one. We’re look- 
ing for merchandising tools, and in 
too many cases you're just selling 
displays. 

There’s another criticism that I'd 
make of you suppliers. Your de- 
signers and your creative people are 
frequently just too clever for words 
—and you're too clever for sales as 
well. There’s a tendency on the part 
of some of your creative groups to 
be cute and clever—and much of this 
cleverness just goes right over the 
heads of the average customer. 


> You and your salesmen are guilty, 
too, of not digging sufficiently for 
real sales information. You’re asked 
to design a point of purchase piece 
for one item or another. You're told 
about how much the purchaser 
wants to spend and you try to take 
that limited information and make a 
good point of purchase piece out of 
it. You should make it your respon- 
sibility to dig for more information. 
I’m afraid that a good many sales- 
men once they do get an order or 
once they think they have a chance 
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Zenith S Advertising Manager Outlines . 


The Bad Habits of 
Display Creators 


of getting an order, are afraid to ask 
questions about the sales features 
of the merchandise for fear they 
might lose the job. Whether you 
would or not, I don’t know but I’m 
willing to bet that this failure to ask 
questions is apt to result in a display 
that won’t get you any more jobs 
from that particular client. 

There’s another criticism I have 
to make of your representatives— 
| ™ 
— 
ORB | Warde P 4 , 
| 4 TD 


| This speech by D. H. Grigsby, 
| advertising manager, Zenith 
Radio Corp., Chicago, was 
one of the highlights of the 
Seventh Annual POPAI 
Symposium in Chicago. 





| 
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and of your creative men. Ina great 
many cases, they just don’t know 
enough about the outlets where 
these point of purchase materials 
are going to be used. Grocery stores, 
department stores, hardware stores 
and appliance dealers are all differ- 
ent. The kind of display that’s a 
howling success for one is just no 
good for another and your men 
haven’t found out enough about those 
differences. Many times they don’t 
even find out whether the item to be 
displayed is an impulse item or one 
that requires planning and consider- 
ation before a purchase—and that 
difference can and should make a 
big difference in the type of display 
used. 

There is another valid criticism 
—a criticism based on the comments 





that I’ve heard dealers make in stores 
all over the country. A great many 
of your displays are just too difficult 
to set up properly. The average deal- 
er has a lot of things to do in his 
store. If he can’t set the display up 
in a hurry, he’s just not going to use 
it. 
> But all the fault doesn’t lie with 
you suppliers. Others are respon- 
sible for the failure of a lot of point 
of purchase materials. Let’s point the 
finger next at advertising agencies 
who are getting into the act with in- 
creasing frequency. Certainly, there 
are still too many “ivory tower” art 
directors who have the say so about 
point of purchase materials. These 
starry-eyed boys are without peer in 
their own field, but point of purchase 
materials usually should be pretty 
earthy things. They can come up 
with displays that are magnificent in 
walnut-panelled offices—but that just 
don’t do a thing in a dealer’s store 
out in one of the prairie states. 
And, let’s face it—a lot of agency 
people consider point of purchase 
material as a mere supplementary 
adjunct to national advertising in- 
stead of thinking of it as a merchan- 
dising tool of equal importance to 
the advertising—a tool which often 
makes the ad itself work effectively. 
And there are too many cases 
where agencies consider point of 
purchase production as a mere me- 
chanical job that’s shunted off to the 
production department of the agency 
instead of being handled through 
the creative and the merchandising 
departments. The production de- 
partment knows what point board 
the display should be mounted on. 
They know the kind of carton in 
which it should be packed. They 
probably know a lot more than most 
of us do about the printing processes 
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Practicing What He Preaches . 
illustrate the major point of Mr. Grigsby’s speech at the POPAI 


that should be used, but they don’t 
know about the sales points that 
should go into the display and they 
can’t be expected to know it. 

Finally, in putting the finger on 
advertising agencies, point of pur- 
chase material is frequently the last 
thing that’s handled. After all the 
rest of the advertising has been 
planned, point of purchase items are 
forced to limp along on an estab- 
lished theme. Now that theme may 
have been completely satisfactory 
in national ads when it is supported 
by copy and by illustrations but 
when it’s the basis of a selling dis- 
play with only four or five words to 
tell the story, it results in a display 
that simply does not “get off the 
ground.” 


> Yes, you advertising agencies are 
guilty, too. But you’re not the only 
ones. All of us who are users of 
point of purchase material, who ac- 
tually buy it, have to have a mirror 
held up in front of us on this score 
sO we can point to ourselves for we, 
too, are responsible for many of the 
faults that are still present. 

We start too late to develop these 
pieces. We put them off and off un- 
til there’s a deadline staring us in 
the face and we must have to get 
out some kind of a display. Usually 
that’s the kind we wind up with— 
some kind. 

We don’t give our suppliers a 
reasonable amount: of product and 
sales information about the product 
we’re going to display—yet we ex- 
pect our suppliers to endow it with 
a full measure of sure-fire sales 
ideas that we haven’t yet discovered 
for ourselves. You suppliers can 
work miracles on occasion, but 
about the only way you can put real 
sales information into this point of 
purchase material is if you can get 
the information from those of us 
who should know it. 
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> We're guilty, too, of not properly 
and thoroughly explaining the mer- 
chandising problems that are pres- 
ent to you suppliers—an explanation 
which will help you come up with 
better material. We don’t tell you 
—sometimes because we _ haven't 
thought it through for ourselves— 
the type of dealer who is expected 
to use the printed matter. We don’t 
tell you how long the piece is ex- 
pected to be in use and we don’t tell 
you because we don’t know whether 
this item should be a “stopper” or a 
“selling” type of display. 

We’re also guilty of calling in too 
many suppliers, expecting all of you 
to invest a lot of money in specula- 
tive presentations without giving 
any of you enough information with 
which to do a good job. I’ve heard 
of one company that called in eight 
different suppliers to bid on a rather 
extensive display program. Each 
one of these companies was given 
the story of the job to be done, and 
then was asked to develop and pre- 
sent full-size samples of their ideas. 

According to the information I’ve 
been able to dig up, the eight sup- 
pliers who figured on this job spent 
between five and six thousand dol- 
lars each in preparing this specula- 
tive material. In other words, some 
forty to fifty thousand dollars was 
invested by you suppliers in an at- 
tempt to get a job, the total billings 
of which ran about $120,000. Some- 
body’s going to have to pay forty or 
fifty thousand dollars. Let’s not kid 
anyone. You know who’s probably 
going to have to pay for it—the 
other customers. Obviously, you 
can’t absorb forty or fifty thousand 
dollars into a $120,000 job and, ob- 
viously, too, none of you can just 
draw five or six thousand dollars 
out of some mythical “kitty” to pay 
for speculative presentations. No— 
someone’s going to pay for it—and 
that’s just not good business for we 


symposium: To be good, a display must concentrate on its primary 
mission—to help sell merchandise. 


who purchase point of sale material 
or for you people who sell it. 


> We’re guilty, too, of not carrying 
through properly with our dealers 
and with our sales organizations. We 
don’t do a good job of explaining to 
our salespeople just why any one 
unit was designed or how the dealer 
can use it as an effective merchan- 
dising tool, or just what it is in- 
tended to do in the way of making 
sales. 

Finally, most of us just don’t get 
out into the field often enough to 
find out what actually happens at 
that point of sale or point of pur- 
chase. Too many of our ideas, too 
many of our display pieces represent 
a swivel chair viewpoint—and that’s 
always a dangerous viewpoint. 

Now, how do you plead? Don’t 
you agree that we're all guilty? 


> What can be done about it? Let’s 
go back again to the suppliers. 


e You can continue the work that 
many of you have already begun— 
that of upgrading your salesmen 
into being real account executives 
and merchandising experts. You can 
cut down on the number of people 
your men have to contact and see 
that each of them has time enough 
to actually get closer to his cus- 
tomers and his prospects. See that 
each one has time and the oppor- 
tunity to get out into the field and 
find out what really happens at the 
point of sale. 


e@ Second, let’s quit being so damn 
cute. Let’s quit striving so hard to 
be clever. The New Yorker maga- 
zine does just fine with subtleties. I 
thoroughly enjoy them—and I think 
probably all of you do, too, but let’s 
keep those touches in the New 
Yorker and out of our displays. Let’s 
have displays that use cleverness 
only for merchandising purposes. 


Advertising Requirements 





Spued maKING ® 


A Complete, Serusce 


Your printed 













CHANDISING AIDS, 


with a masterfuisales-assurance for 


your product ervice, originated, 


designed and duced complete for 


Direct-Mail or Point-of-Purchase. 


Booklets, Folde Inserts, Broadsides, 


Posters, Counter d Window Displays, 


Color-Sample rds, all created by 


our own Artisa or in collaboration 


with you whenfMesired. 


Tell us your n s. Write, telephone 


or call in persm™. No obligation. 


Magill-Weinsheimer ® Company 


1320-1334 S$. WABASH AVE., CHICAGO 5, ILL. 
PHONE: HArrison 7-3880 


May, 1953 


73 





@ See to it that you just don’t start 
designing a display until you de know 
something about what it is going 
to sell, until you know just what the 
item is, what its sales features are, 
why it is better than some other 
item. If your client doesn’t volun- 
teer that information at the outset, 
just keep digging away and pound- 
ing away until you get it. You'll be 
able to do a better job for your cus- 
tomer—and you'll be a welcome 
visitor the next time he has a mer- 
chandising problem. If you dig for 
that information and if you insist on 
getting it before starting a job, you'll 
come up with displays that are an 
integral part of a sales, merchan- 
dising and advertising program. 


e Along this same line, let’s make 
it a point to know more about just 
what kind of dealer is going to use 
each piece that you design. If you're 
werking for a client whose products 
are sold through hardware stores, 
your whole approach will probably 
be vastly different than it would be 
in the case of a client who sells 
through grocery supermarts—or 
through drug stores. Dig for that 
information, too—the digging will 
pay off. 


e Finally, simplify some of those 
fancy setups. I realize that you have 
designers on your staff that can do 
the most miraculous tricks with 
cardboard that anyone ever imag- 
ined. They can do tricks that would 
qualify any one of them for an en- 
gineering degree. The only trouble 
with displays like these is that 
Johnny Jones out in a dealers’ store 
in Hutchinson, Kan. is the guy who 
is going to have to take that display 
out of the carton and set it up. And 
he doesn’t have any engineering 
degree. Furthermore, he doesn’t 
have any intention of sitting down 
now and wading through wordy and 
involved directions that tell him to 
fold this way and that, fit tab X 
into slot Y or hold this piece in his 
left hand and that piece in his right 
hand, while he carefully fits the 
other two parts together with his 
teeth. Maybe they won’t be quite 
as cute, but I’m not sure that’s bad— 
and the chances are that they will 
get set up properly and they will be 
used. 


>» Now, let’s move on to the adver- 
tising agencies. 


e First of all, I love art directors 
and I think we certainly should let 
them look at point of purchase ma- 
terial and comment about it. Unless 
they are rare birds, though, that’s 
as far as most of them should go. 
They ought to be made to keep 
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Even AR .. . Arlington Aluminum Co. has 
developed this aluminum rack to hold sales 
literature, magazines, etc. Shelves are adjust- 
able to handle various sizes of material. In- 
side dimensions are 271/>”x39”. The rack 
stands 69” with base. 


hands off. I’m afraid they just don’t 
have the common touch that is so 
often the inherent secret of a really 
good point of purchase piece. Proba- 
bly they did have it once when they 
were still slaving over a board, rid- 
ing the El or subway to work and 
grabbing a quick lunch at Thomp- 
son’s or at a Lexington Avenue 
Ham-n-Egger. The fact is they have 
the common touch so well in hand 
that they have become successful 
advertising men and art directors 
now, and they’re above the very 
kind of living that kept them in 
touch with how the great mass of 
American people think and move 
and buy. 

e Start thinking of point of pur- 
chase material when you start 
thinking of campaign plans. It’s one 
of the basic merchandising tools and 
it deserves early consideration. Give 
it that and I know you'll come up 
with far better, far more effective 
pieces. In fact, in many cases, you’re 
apt to find that the theme you de- 
velop for your point of purchase 
piece is so good that you will want 
to carry it over into some of the 
other media. 


® See to it, too, that real honest-to- 
goodness merchandising men work 
on point of purchase material. Don’t 
lay this job in the lap of someone 
who is just carrying the title of 
“Merchandising Man” simply be- 
cause he’s a relative of your biggest 


client or because one summer in 
school, he had a job contacting 
dealers for a soap company. Make 
it a real honest-to-goodness assign- 
ment of a man or a group of men 
who have had actual sales and mer- 
chandising experience. If you don’t 
have that sort of person on your 
staff, then it’s time to give con- 
sideration to having one—and I 
strongly urge that you look at the 
retail field. Those are the people 
who are accustomed to preparing 
advertising material and promotions 
that pay off right now. In the retail 
field, you know tomorrow whether 
the ad you ran today was successful. 
You know because you’ve got the 
cash register figures that prove 
whether it was a good or a bad ad. 
You know right away whether a 
display was a good one or not be- 
cause all you have to do is take an 
inventory of how much merchandise 
you still have on hand, for with a 
good display there is very little in 
inventory. Sure, that’s basic and 
that’s why it’s worthy of considera- 
tion. 


> And to all of us who are users of 
point of purchase material, here’s 
what we can and should be doing. 


e Let’s quit putting it off. Let’s quit 
this pushing point of purchase ma- 
terial aside until there isn’t time 
to do anything except grind some- 
thing out. 


e Let’s open up more freely to our 
suppliers. Let’s dig out product 
facts, sales points and exclusive fea- 
tures about our merchandise and 
then pass that information along 
to the people who expect to develop 
promotion material for us. We'd 
best do a better job of planning in 
our own minds of just what the 
merchandising problem is that’s fac- 
ing us. Then let’s attack that prob- 
lem. It we don’t isolate the problem 
and the condition, the chances are 
we'll never develop point of pur- 
chase material that will be of much 
help in solving the problem. 


e@ Let’s do a better job of developing 
dependable suppliers and of de- 
pending on them. Let’s quit dangling 
potential jobs in front of a lot of 
different suppliers without ever 
giving any of them a chance to really 
do a job for us. Let’s develop three 
or four or as many suppliers as we 
need, depending on the scope of our 
operation, and really give them a 
chance to work for us and with us. 


e Let’s do a better job of merchan- 
dising our merchandising material. 
Let’s carry the story of these pieces 
to our sales organizations more ef- 
fectively in bulletins, in our trade 
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It’s the nearest approach to perpetual — serve as night lights for the dealers’ stores. 
motion for displays ...a metal strip that The simplicity and the durability of the 
relaxes when hot, contracts whencold.gives device makes animated displays lower in 
an endless variety of animation in displays. cost, higher in effectiveness, longer-lived, 
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2 New Meyercord Decals 
for Better Selling Store Windows 


These new Meyercord Decal Window Signs 
are just two of our most recent productions for 
the brewing industry. Of course, we have room 
to show only the main identification panels; 
actually each decal sign is supplied with sev- 
eral associate elements . . . pictorials, slogan 
panels, blank areas and end panels ...to make 
outstanding permanent window displays re- 
gardless of the length, height or shape. 

These brewers, Miller of Milwaukee and 
Knickerbocker of New York, plus many others 
throughout the country, find the adaptability, 
ease of application and the relatively low cost 
of Meyercord Decal window signs and val- 
ances the most practical window identification. 

Write on company letterhead for full infor- 
mation about Meyercord’s Art and Design 
Services—and let us tell you how Meyercord 
Decal Signs can spark your point-of-sale pro- 
gram. No obligation, of course. 


Lid ahahaha haedaiatand co. 


Dept. E-207, 5323 W. Lake St., Chicago 44, lilinois 
















free consultation 


on P.O.P. problems 


BY ONE OF THE TOP 
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Designers and fabricators of 
displays of wood, plastic, 
metal, glass — illumination, 
motion. For dealer helps (in 
quantity) that really help, 
write for literature, infor 


mation or CALL 


COPELAND 


displays, inc. 
537 W. 53rd ST., N.Y. 19 
CO 5-562) 
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KEEPS YOUR DISPLAY UP 


Write for literature and samples 


DURABLE RUBBER PRODUCTS CO. 


549 West Fulton Street Chicago 6, Ill. 





Your Display problems ~a- 
. are our business.... ~~ 
= it | 
¥ g ee to discuss them with us. 
~~" \  MARDOR REPRODUCTIONS 
717 LYONS AVE as Irvington 11, WJ. 
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journal advertising, in our house 
organs, in direct mail and in the 
other channels of communication 
that we have. Let’s tell our sales 
organization just what these pieces 
are supposed to do and just how they 
fit into the overall merchandising 
program that has been lined up. 

e Let’s wipe away that swivel chair 
viewpoint that’s often a fogged and 
cloudy viewpoint by getting out 
more frequently and talking to more 
dealers. Let’s find out from dealers 
themselves just what they like and 
what they don’t like about our dis- 
plays—and let’s be thick-skinned 
enough to find out what they think 
about our competitors’ material, too. 
Maybe we don’t like to admit it, but 
there’s always the possibility that 
your competitor is doing a little bet- 
ter job than you are. 

e Let’s quit developing displays 
which are simply point of purchase 
pieces with no particular purpose in 
mind. Let’s concentrate on having 
complete, well-rounded merchan- 
dising programs that include point of 
purchase materials naturally just as 
they include any of the other mer- 
chandising tools. 


‘@ Finally, and certainly this goes 


for all of us—suppliers, agencies and 
purchasers and users—let’s strive 
harder than ever to develop material 
which does a better job of asking for 
the order. Let’s have pieces that 
actually sell. For a long time, I’ve 
had a notion about institutional ad- 
vertising—generally speaking, I’ve 
always had the feeling that people 
who run _ institutional advertising 
should be in institutions. That holds 
for display material just as well 

it does for space advertising. Let’s 
sell something 44 
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Gentieman of Leisure . . 
fort is demonstrated by this 


. Shoe com 
gentleman of 
leisure. As he relaxes in an easy chair, a 
hidden motor gently swings his foot to and 
fro. Designed by Milprint, Inc. (Milwaukee 
for Weyenberg Shoe Mfg. Co. (Milwaukee) 
the predominant colors are brown, yellow 
and green. The display was used to promote 
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Thorough 
Washington 


Coverage In 
Advertising Age 





Topay, more than ever 

1 America’s history, the eyes of 
ations are on the Nation’s Cap- 
itol. Stanley E. Cohen, AA’s 


Washington Editor, does a bril- 


proceedings and the decisions of 
special bodies, such as the Fed- 
eral Trade Commission, that are 
of great interest and importance 
to admen and advertisers. AA’s 
Washington news alone is suffi- 
cient reason for your subscription 

» “The National Newspaper of 
Marketing.” 


One full year of AA—52 issues 
—only $3.00—SUBSCRIBE NOW 


Advertising Age 
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The Marines 
Have Landed 


The Leathernecks had a problem: Convincing 
the American public that they did something 
besides fight wars... so they built a compact 
exhibit and put it on the road. 


By Ist Lieut. Jay Bullen 
U. S. Marine Corps 


Combat exploits of United States 
Marines in Korea are covered con- 
sistently and at length in daily news- 
papers. Battlefield accomplishments 
of the colorful Leathernecks happen, 
however, to be only one chapter of 
the full “Marine Story.” 

No Marine, in Korea or elsewhere, 
spends 24 hours a day pulling a trig- 
ger. Vast segments of the civilian 
public apparently don’t realize this. 
The Marine Corps has recently been 
trying to rectify this situation. One 
method of enlightening the civilian 
public has been the presentation of 
“the whole story’—or as much of it 


as possible—in one concise package. 


Traveling Exhibit . 


and gold, is bringing an unusual ‘sales’ story to the American public. 
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A set of 10 oversize truck tires, 
mounted under a_ specially-rigged 
45-feet-long tractor-trailer rig, con- 
stitutes the Marines’ first concise 
package. 

A mobile display, containing va- 
rious items and exhibits that high- 
lighted little-known facets of the 
Marine Corps—such as the fact that 
Marines perform almost 500 different 
specialized jobs in the normal course 
of their duty—was constructed in 
July 1952. In constant operation 
since August, the brilliant-colored 
scarlet and gold “Marine Corps Trav- 
eling Exhibit” has proved to be an 
amazing success. 


> The basic purpose of the exhibit 


to show civilians the overall picture 


of (1) what the Marine Corps is, 
(2) what it does, and (3) how it 





. This truck and trailer, painted in the vivid Marine colors, scarlet 


does it—determined the content and 
design of the exhibit. 


The primary “product” the Ma- 
rines wanted to “sell” was enlist- 
ment. Because many of the men 
eligible to join are influenced to a 
great degree by their parents, some 
exhibits designed to appeal to par- 
ents were a primary “must.” Other 
exhibits had to be of interest to the 
prospective recruits, 
both men and 


themselves 

women. And, of 
course, there had to be items of gen- 
eral interest—seldom-seen items of 
educational or entertainment value 


> Beginning with the exterior, 
everything was designed to be as at- 
tractive as possible. 

The exterior color scheme of the 
tractor-trailer unit was scarlet and 
gold—Marine Corps colors. The 
tractor was painted scarlet with gold 
lettering, and the trailer gold with 
scarlet lettering. An added high- 
light on the trailer exterior is a life- 
size painting of the famous Iwo Jima 
Flag Raising photograph, which cov- 
ers the rear doors. These factors 
made the rig obviously “Marine 
Corps,” even when it was on the road 
and approaching drivers passed it 
at high speed. 

To help attract attention to the 
trailer when it was parked, it was 
rigged for sound as well as for sight. 
In addition to a complete amplifier 
system, a tape recorder and a three- 
speed turntable were included in the 
basic equipment. 


> One novel feature, particularly 





asee 


Direct from Korea 


bullet proof 


The battle scarred 
vest on the left is accompa- 
nied by a photograph of the man whose life 


t saved in Korea. A new vest is also shown 


effective as an attention-getter, is a 
continuous motion picture projector 
mounted inside the trailer. Although 
the projector itself is operated from 
the interior, the screen fills an aper- 
ture in the side of the trailer and 
is viewed from the outside. 

The interior exhibits offer some- 
thing for every type of visitor 
junior to grandpa, “sis” to grandma. 
A picture display shows Marines 
in all phases of 
ments 


from 


various assign- 


Mannequins display different 


CEIL-STICK 


KEEPS YOUR DISPLAY UP 


Write for literature and samples 


DURABLE RUBBER PRODUCTS CO. 


549 West Fulton Street Chicago 6, Ill. 








' YOU'LL SELL MORE 


f P RRA 
with an 





ce ae 


ee 


at your Expositions, Trade 


Shows, Sales Meetings, ete. 
Send for Free Folder. 
IVEL CORPORATION 


| 96-20 43 Ave., Corona 68, N.Y.C. 








Mannequin & Pictures 
both men and women Marines are featured 


. . Uniforms of 
n the traveling exhibit. Several styles are 
shown on mannequins, while others are illus- 
trated by pictures 


types of Marine clothing, including 
a woman’s uniform. The Marine 
Corps’ armored vest and_ cold 
weather footgear attracted the in- 
terest of parents whose sons either 
were already in the service or, in 
the near future, might be. 

Weapons, aircraft models, com- 
munications equipment and similar 
displays were included to capture the 
eye of prospective recruits. A minia- 
ture statue of the Iwo Jima Flag 
Raising, a display of the Corps’ new 
style messhall dishware, and a 5’ x 3’ 
mock-up of an amphibious landing, 
served for the “general 
items. 


> In 


interest” 


operation the Marine Corps 


Traveling Exhibit proved to be even 
more effective than anticipated when 
it was still in the planning stage. As 
an educational, public relations im- 
plement, the Marine Corps found that 
a mobile display is ideal from the 
standpoint of economy of construc- 
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For Mother & Dad The Marines 
exhibit is designed to offer something of 
special interest to every visitor. The board 
in the background carries samples of new 
plastic mess gear adopted by the Marines 
and items from a packet of field rations. In 
the foreground are typical communications 
equipment used in combat. 


tion and operation, as well as from 
the standpoint of story-telling ef- 
fectiveness. 

Many were the spectators who. 
upon leaving the trailer, were over- 
heard to say, “Why, I never realized 
that Marines did so many things. I 
thought they were all infantrymen.” 
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Brochure Covers Ways 
To Attract Audiences 


How to attract bigger audiences to 
a company exhibit through advertis- 
ing, publicity, brochures, salesmen, 
etc. is covered in a new booklet, Ten 
Ways to Get Publicity at a Trade 
Show, being distributed by Banner 
& Greif, New York public relations 
firm. 

The ten points, developed by Ed 
Greif, were listed in February Ap- 
VERTISING REQUIREMENTS (page 85). 
They were first presented as part of 
a talk delivered before an Exhibitors 
Advisory Council meeting. 

The brochure discusses the basic 
ideas of a “frequently neglected ele- 
ment of exhibit operation and pre- 
show planning” and covers 
publicity techniques to use during 
the show. 


also 


For your sy circle Ph 


Reader 


Displaymasters Offers 
Easy Exhibit Set-Ups 


A series of basic units which can 
be combined to form effective ex- 
hibits are featured in a new folde: 
issued by Displaymasters, Inc. (Min- 
neapolis). The units can be quickly 
and easily assembled. 

Among the units shown in the 
folder are panels, take-apart tables 
and stands, literature racks, swing- 
page books and illuminated canopy 
signs. The units may be either rent- 
ed or purchased outright. The eco- 
nomical units can be personalized 
and painted in any colors desired. 


cle No. 530 on the 


For your copy r 
r 
k ervice Card near back 


New Exhibit Technique 
ls Announced by Ivel 


Ivel Corp. (Corona, N. Y.) has de- 
veloped a new exhibit construction 
technique that is claimed to make 
exhibit panels 36% lighter, 12% 
stronger and 33° thinner. The proc- 
ess, called Ivelite, eliminates 30 nail- 
ing operations on exhibit frames. It 
also permits smaller shipping cases. 

The new method is described in a 
six-page folder. 


For your copy circle No. 531 on the 
Reader's Service Card near back 
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These colorful die-cut 
mailing pieces do a top- 
notch selling job for a 
leading magazine. 


Die-Cuts Sell Space 


for Coronet 


By Charlotte F. Stern 
Promotion Manager 
Coronet Magazine 


Coronet magazine opened its pages 
to advertisers in 1948. 

In the dozen years of its publication 
to that time, it had achieved a siz- 
able circulation, and by the process 
of automatic, editorial selection—an 
interested. intelligent, all-family 
audience. 

As time went on, and the list of 
national advertisers using Coronet 
grew monthly, it 
that promotion capital 
made of this fact. 

The usual means: press columns, 
direct mail, space advertising, etc. 
were available and employed. But it 
was felt that something more than 
“usual means” should be devised. 
Something that would make an 
instant, dramatic and lasting im- 
pression. 


became obvious 


should be 


>The result was the creation of the 
Coronet Die-Cut Promotion. It prov- 
ed a natural. This was the plan: 
Coincidental with the appearance 
of each month’s issue of Coronet, 
a mailing would be made to the 
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Coronet promotion list (of adverti- 
sers and advertising agencies) call- 
ing attention to the fact that another 
fine product, or, important adver- 
tiser, had joined the ranks of those 
already being served in the pages 
of the magazine. 

The mailing: A two-color, die-cut 
reproduction of the advertiser's 





package, product or trade mark, copy 
for which called attention to the 
reasons the specific advertiser was 
using Coronet, and additional rea- 
sons why the Coronet market was 
of value for prospective advertisers. 


>This is how it works: 

The promotion department is ad- 
vised when a new account has been 
signed. They are given the details 
of the contract: the schedule, the size 
and total of the space involved, the 
number of colors to be used in each 
advertisement, etc. And as_ soon 
as it is received, a photostatic copy 
of the first advertisement itself. 


Using this advertisement as a guide, 
copy is written. An attempt is made, 
whenever possible, to have the head- 
line and body copy in the idiom of 
the individual advertiser, while giv- 
ing the information and details about 
the Coronet schedule. A second block 
of copy, with a tie-in headline, and 
utilizing the same style of presenta- 
tion is written to give information 
and details about the Coronet mar- 
ket: circulation, low cost per thou- 
sand, ete. 

Rough art is then prepared. As 
indicated, the layout is determined 
by the product advertised. 


>Since many advertisers see in the 
unique Coronet Die-Cut format an 
attractive, attention compelling mer- 
chandising mailer for use in calling 
attention of their dealers, distrib- 
utors, key retail outlets, etc., to 
their advertising efforts, Coronet has 
made it a practice to permit adver- 
tisers to submit their own dealer 
slanted copy to substitute for the 
original Coronet promotion copy; 
and makes these available in quanti- 
ties of 2,000 and over, for merchan- 
dising purposes. 

Photostats of the rough art are 
submitted to the account, or his 
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advertising agency, for guidance in 
preparing their own copy. 

When copy and art are okayed, 
and special copy received from the 
advertisers, production begins. Fi- 
nished art is prepared. For greatest 
economy all copy (Coronet’s and the 
advertiser’s) is type-set and print- 
ed at the same time. By the time 
the press run is over, the dies have 
been made, and the cutting begins. 

Coronet’s promotion die-cut is 
then mailed by Coronet to its list 
of advertisers and agencies; the ad- 
vertiser is supplied his specially- 
prepared die-cut, ready for mailing, 
to his own list. 

In the two and a half years that 





Harold Kaplan, 
Account Executive 
and Supervisor 

of Production. 


Coronet has used the die-cut in pro- 
motion, die-cuts have taken many 
shapes and forms. Possibly the most 
elaborate was one mailed in June 
1952—an eight-accordion fold in the 
shape of a North American Van 
Lines carrier-truck, to herald North 
American’s pioneering use of the 
new Coronet eight-page advertising 
section. 

Probably the most spectacular of 
the mailings, however, came in De- 
cember 1952 to announce the initial 
use of Coronet by Hammond Instru- 
ment Co., Hallmark greeting cards, 
Dodge, Movado watches, Dana per- 
fumes and Kalart camera flash guns. 
Six die-cut pieces were produced and 
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Service Mounting & Finishing Co., 


A division of 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 
OPN MOE VL. 





Finishers of Advertising Displays for Advertisers 
* Lithographers ¢ Printers ° 
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Die-Cut Dodge .. . One of the most sen- 
sational of Coronet's die-cut promotions was 
this one of a Dodge car. The hood lifted to 
reveal the new engine. A sales message was 
written on the inside of the hood 


mailed at the same time for a smash 
effect. 


e For Hammond, an organ keyboard 
with die-cut black keys forming 
windows through which a picture 
of an electric organ could be seen, 
was used. 


e The Hallmark piece was a die-cut 
envelope design with a Santa picture 
on the face. The eyes of Santa were 
also die-cut and in the holes were 
Coronet trademarks. 


e A die-cut Dodge was probably the 
most sensational of the lot. The hood 
lifted to disclose the new Dodge en- 
gine. A license plate in proper posi- 
tion in the rear had the word “Coro- 
net.” 


@ For Movado there was a die-cut 
watch and strap. Since the Movado 
is a calendar watch, the “calendar 
holes” were die-cut to reveal “Dec. 





Eight-sided Van . 
this eight-accordion fold piece in the shape 
of a North American Van Lines carrier-truck 
to announce North American's use of a 
special new eight-page advertising section 
adopted by the magazine. 


. . Coronet produced 
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e A colorful die-cut bottle promoted 
Dana’s Tabu. The window in this 
piece reveals the product label. 


eA bright yellow “flash” is seen 
through the opening in the die-cut 
flash gun for Kalart. 


Several production gimmicks 
helped to make these six pieces both 
economical and effective. For one 
thing, the six pieces were all offset 
printed on the same sheet—yellow 
and black on one side and red and 
black on the reverse. After die-cut- 
ting and folding, many of the pieces 
had a three color effect, with the 
vellow or red appearing through 
die-cut holes. The Dana Tabu bottle, 
for example, was yellow and black, 
but a red and black label appeared 
through the die-cut. 

All of the artwork on the series 
was produced by the Coronet staff. 
The six pieces were mailed with a 
letter to the magazine’s promotion 
list. The press run was 10,000. 44 


Flint Co. Announces 
New Offset Ink Line 


A new line of offset inks has been 
announced by Howard Flint Ink Co. 
(Detroit) in a= striking full-color 
broadside featuring seven illustra- 
tions reproduced using the new 
Insta-lith inks. 

Insta-lith inks set and dry quickly. 
Short runs can be backed up im- 
mediately and finished jobs can be 
cut, folded and delivered in a much 
shorter time. 

Less distortion and sharper dot 
formation and a higher degree of 
water resistance are additional im- 
provements claimed for Insta-lith 
inks. The inks can be used on all 
kinds of paper but are especially 
recommended for coated stocks. The 
inks have a satiny, semi-gloss finish. 

The broadside was lithographed on 
100-lb. enamel paper on a single 
color offset press. 


Show Gravure Process 
In Sound, Slide Film 


A half-hour sound, slide film, 
“How Family Circle Puts Copy on 
Copper,” is telling the story of gra- 
vure printing to admen across the 
country. The highly interesting and 
educational film explains, step-by- 
step, the process of gravure—from 
original art to finished magazine. 

The film is available for showings 
by contacting Jan Mayer, art direc- 
tor, Family Circle, 25 W. 45th St., 
New York 19. 
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the 


priceless ingredient 


in printing 


There is more to fine printing than ink 
and paper and type and the rhythmic 
clatter of machines. 

The big difference is people . . . people 
who make the materials of printing work 
their magic of reproduction. 

Here at Gibbs-Inman we set great store 
by the sensitive skill, vigorous initiative 
and meticulous care our people exercise 
in performing their crafts. 

All this adds up to a high standard of 
reproduction quality because people care 
.. . because we have the artisan approach 
to every job 

For over 45 years Gibbs-Inman has 
served the more discriminating buyers of 
printing in the Louisville area with an 
integrated plant capable of handling jobs 
from typesetting through binding by 
either the letterpress or offset methods. 

Our schedules meet your service re- 
quirements at the right level of quality 
and price. 


Gibbs-Inman Company 
817 West Market Street 


Louisville 2, Kentucky 


Incorporated 
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If it’s bound 
by Sloves— 
it’s bound to be 
Outstanding— 





“SLOVES, 


— Soe 
IDEAS merchandise- 
presentations 

| Algonquin 5-2552 


Fastest Service 





in Town 


Tell How To Get More 
Color for Less Money 


Split fountain techniques are as 
familiar to printers as locking un 
forms but frequently the artist 
who plans advertising lacks detailed 
knowledge necessary for maximum 
use of the process. To help layout 
men understand and get the greatest 
use of split fountain color, Dayton 
Rubber Co.’s Dayco Division (Day- 
ton) has published an explanatory 
broadside. 

The folder, How You Can Buy 
More Color for the Same Money. 
tells in simple, clearcut language 
how multi-colors can be obtained on 
one-color and two-color presses us- 
ing Dayco fountain dividers. Basical- 
ly the process works like this: 
The ink fountain runs horizontally 
across the back of the press like a 
trough and feeds ink onto the press 
rollers. By placing metal separators 
in this “trough” dividing the inks, 
more than one color can be printed 
in a single run. The dividers can be 
used in a variety of ways. 

The secret of successful use of the 
process is, first, a thorough under- 
standing of what individual presses 
can do and then meticuious care in 


>< Admen from 
Kent Feeds 
to Wagners Printers 


for promotion literature and point-of-sale 


From Davenport 


the Mississippi sweeps 
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315 


WEST FOURTH STREET . 


south and west for thirty miles to Musca- 
tine, the “Port City’”’ home of Kent Feeds. 
A young, progressive management heads 
the thriving firm that sells a wide line of 
quality livestock feeds on the slogan, “A 
Gold Mine in Your Feed Lot.” Ad Man- 
ager Wally Mann turns to Wagners for 
creative and production help on streamers 
for dealers’ point-of-sale, and a continuing 
series of attractive feeding manuals. These 
booklets keep corn belt farmers alerted on 
the latest developments in feeding research. 
Wally says, “We like Wagners quality and 
speed as much as their friendly, sincere 
concern for our getting full value from every 
printing dollar.” May we show you, too? 


GAqgnervs - PRINTERS 


TYPOGRAPHERS © LITHOGRAPHERS 
DAVENPORT, IA 
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Printers’ Awards John M. Wolff, 
president, and James R. Brackett, general 
manager of Printing Industry of America, 
examine one of the nine bronze Ben Frank- 
lin statuettes, which will be prizes for the 
1953 Printers and Lithographers’ self-adver- 
tising contest. The nine statuettes and three 
$1,000 cash prizes will be awarded at the 
PIA convention in Washington, Nov. 16-19 


drawing layouts. Dayco’s broadside 
explains four applications of the split 
fountain technique: 


e One plate with two-colors run- 
ning on a single color press. 

e Three or more colors running on a 
single color press. 

e Running black from one fountain 
and dividing a second fountain 
into two colors on a_ two-color 
press. 

e Dividing both fountains of a two- 
color press. 


The folder lists three steps to be 
followed in preparing layouts for 
split fountain runs. Two samples of 
layouts showing how the color spots 
were carefully planned to utilize the 
process are illustrated. Several sug- 
gestions are made: Artists should 
provide the printer with a color bar 
and diagram so that the printer can 
easily adapt the layout to the 
presses; before starting a layout, the 
artist should study an imposition 
which shows color channels and rel- 
ative position of pages. 


For your copy e N aa n the 


Reader's Service Card near back 


Begin Research Project 


The Research and Engineering 
Council of the Graphic Arts Indus- 
try has established a research proj- 
ect at Pratt Institute (Brooklyn) to 
study the characteristics of solvents, 
detergents and cleaning fluids used 
in the printing industry. The project 
will be conducted as a senior student 
laboratory project under the direc- 
tion of Richard F. Shaffer, chairman 
of curriculum and head of the De- 
partment of Chemical Engineering. 
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Preferred Sources for Services and Supplies 








e Advertisements in this section limited to three inches 





PHOTOS — PRINTS 










WRITE FOR 
PRICE LIST 
QUANTITY 
Quality Prints 
An example of our 
low prices: 

8x10 Prints 


1M $65.00 
500 $37.50 
100 $8.50 


Send for price list today 


MAJOR PHOTO CO. 


1210 N. Clark St., Dept. A, Chicago 10, Ill. 





ART KITS 





Four Clip Books of Ready-To-Use Art—hundreds 


of art proofs—absolutely FREE if you'll just 
examine our new monthly art service Saves 
time and money sparks layout 

ideas Merely cli; and paste up for offset or 
line cuts The $10 kit of spot art given FREE 
as ar introductory gift—request yours an com- 
pany letterhead We'll include the a 
issue f yur ew irt service only $4 95 a 
os o 10-day pproval No oblig ation 


ey. Write t aday. 


HARRY VOLK JR. ART STUDIO 
800 Central Bidg., Atlantic City, N. 4. 5 


TYPOGRAPHERS 


One Lifetime 
IS NOT ENOUGH 


to be an expert in ALL branches of 
advertising. Our only line is setting 
J good mail order ads better. FREE 


AYP samples show how well we do this. 


WALK advertising typography 


11 E.HUBBARD STREET MO 4-6134 CHICAGO 11 
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Typesetting in English 
and overt 600 
Languages and Dialects 


WORLD'S FOREMOST FOREIGN 
LANGUAGE TYPOGRAPHIC SERVICE 


Mh ee nee ee ee ee ne oh 


ELECTROTYPING 


Petes eeeeeeeeee e080 See 88 4 


Extra Fast 


Electrotype Service 


for National 
Accounts 





Airmail us your originals and shipping labels, 
and we'll do all the rest—airmailing your 
electros, stereos, mats, and plastic plates out 
to publications and dealers on one of the 
fastest schedules maintained by any plant in 
the U. S. Established 28 years at the cross- 
roads of America, with unlimited air and 
rail transport everywhere, we save you valu- 
able time—and money, too. Send us a trial 
order, or write for details, today 


Electrotype Service 
ELECTROS + PLASTIC PLATES + MATS 
222 E. Ohio Street Box 1537 Indianapolis 4, Indiana 
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CHARTS 








CHARTS... 


PRESENTATIONS 
A We can help 
you make yours 
outstanding 


GRANTHAM GRAPHICS 


111 West Jackson Blvd. 
Chicago 4 


Phone WAbash 2-775] 








PHOTO-REPORTING 





PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to 
obtain on-location photos, case histories, 

stories and releoses. 
For more informaiion write or phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 


These small space advertisements 


aa EF 


FOR DAY OR 
NIGHT Service! ‘ 


@ DEALER HELP MATS 
@ NEWSPAPER ADVERTISING MATS 
@ CUTS 


@ Quolity @ STEREOS 


@ Service 
@ Dependability 


HArrison 7-1564 


727 S. Dearborn Chicago 


MONARCH 
MATRIX & STEREOTYPE 
co., INC. 
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LEAR wa 
Dawa 
rw 7 


ere 


MAT & STEREOTYPE CO. 
AVE., CINCINNATI 14, O. 





ART & PHOTOGRAPHY 


FREE! $5, STRECHTYPE* 8 x 10" 


... or $5. credit on a larger order. 
STRECHTYPE® will precisely 
make sharp photo copies of your 
type and art work, condense, wid 
en, slant, shorten or curve as you 
specify. This ad re-sized from 214" 
wide x1". (*Trade mark. Patent No. 2607 


(RTT FH BARTz.18W Kinzie St Chicago 10.1 





are being read by an audience of 20,000, com- 12 times 6 times 1 time 
posed of National Advertisers, Advertising Agencies, elec $57 $60 


Regional and Local Advertisers and Media Promotion OF ais ai Wace 38 40 
Managers. ee 19 20 
Do you have a service or a product to sell to this 
$3,000,000,000 market? Here are the rates: 


Send your copy and instructions to start with the 
June issue today. Forms close May 2nd. 
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ow advertisers 


Acme Gravure Services Inc. 2 
Acrolite-International 3rd Cover 
Ad-Showcard & Display Studio........ 76 
Ad-Color Photo Corp................ 68 
Advertising Trades Institute, Inc....... 10 
American Neckwear Mfg. Co........... 44 
American Photocopy Equipment (o..... 11 
Arrow Photo Copy Compony.......... 67 
Art Director & Studio News. . . 69 
Avery Adhesive Label Corp........... 42 
ec can denciewinc aii inekotek 83 
Bertsch & Cooper, Inc.... 3 
Brownie Mfg. Company... 45 
Collins, Miller & Hutchings, Inc.. 34 
Copeland Displays, Inc............... 76 
I TNR, a aie ae een wellaan 44 
Durable Rubber Products Co... .52, 76, 78 
Einson-Freeman Co., Inc 75 
Electrotype Service... .. . 83 
Filmack Studios....... 59 
BEE dcacesenecencudaweneeaek’ 33 
Gaw-O'Hara Envelope Co. 27 
General Outdoor Advertising Co... . 51 
Gibbs-Inman 81 
Grantham Graphics 83 
Huxley Envelope & Paper Corp.. 26 
International Color Gravure, Inc. 1 
Ivel Corporation. 78 
Jahn & Ollier Engraving Company 4 
K & M Engraving Company.......... 38 
Kaufmann Mat & Stereotype Co., The... 83 


King Typographic Service Corp......... 
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Lake Shore Electrotype (o............ 39 
BE A en sbis hes be ieee deve 26 
Magill-Weinsheimer Company......... 73 
Maher Printing Company, John........ 5 
Manhattan Office Equipment Co....... 10 
gg eee 83 
Mardor Reproductions................ 76 
Meier Co., Inc., Joshua.............. 63 
I ee 76 
Monarch Matrix & Stereotype Co., Inc... 83 
Monsen-Chicago .................... 28 
4 OY eee 
Neenah Paper Company.............. 55 
Neon Products, Inc................... 53 
Ohio Advertising Display (o........... 52 
Partridge & Anderson Company....... 12 
Pioneer Rubber Company, The......... 44 
ST tb ivrccutteoucinenivas 69 
Rapid Copy Service, Inc...... 69 
RCA Victor Custom Record Sales. .4th Cover 
4, errr re ee 26 
Sales Tools, Inc............ 63 
Sander Engraving Co., Inc . 68 
Service Bindery Co., Inc......... . 80 
Shopping News Press................ 27 
Sickles Photo-Reporting Service........ 83 
Sloves Mechanical Binding Co., 82 
Spotwood Specialty Co., Inc........... 45 
St. Regis Paper Company... .... .2nd Cover 
Volk, Jr. Art Studio, Harry... . 83 
Wagners, Printers................... 82 
ih ii We ddd earns ae awe 83 
Warwick Typographers, Inc............ 32 


Western Newspaper Union............ 





New Ad Show 


A new semi-annual advertising 


trade exposition, the Advertising 
Essentials Show, will have its 1953 
opening at New York's Hotel Bilt- 
more, June 9-10. Sponsored by the 
newly formed Advertising Trades 
Institute, the exposition will include 
graphic arts suppliers, art services, 
display producers, premium mar- 
keters, film producers, etc. A folder 
giving details of the show is avail- 
able. 


For your copy 
Reader's Service 


circle No. 536 on the 
Card near back cover 





Coming Conventions 
MAY 


1-3 


6-8 


7-20 Magazine 


Advertising Federation of Ameri- 
ca, 4th District Convention — 
Floridan Hotel—Tampa 

Nat’l Newspaper Promotion Assn 
annual convention—Fort Shelby 
Hotel—Detroit 

Porcelain Enamel Institute’s an- 
nual mid-year meeting—Edge- 
water Beach Hotel—Chicago 

Assn of Canadian Advertisers. 
Royal York Hotel—Toronto 

Export Advertising Assn Fifth 
Annual Int’l Advertising Con- 
vention—Plaza Hotel—New York 

Nat'l Assn of Litho Clubs—Stat- 
ler Hotel—Detroit 


Nat’l Assn of Transportation Ad- 
vertising — Santa Barbara Bilt- 
more—Santa Barbara, Calif. 

General Membership meeting—re- 
search engineering council of 
the Graphic Arts Industry, Inc 
—St. Paul, Minn. 


Publishers Assn— 
Greenbrier — White Sulphur 
Springs, W. Va. 

Nat'l Paper Box Supplies Assn- 
Sheraton Plaza—Boston, Mass 
Southern California Advertising 
Agencies Assn. 3rd annual con- 
ference—Del Coronado Hotel— 

San Diego 

Fourth coating conference of 
Technical Assn of Pulp and Pa- 
per Industry, Netherlands Plaza 
Hotel—Cincinnati 

Inland Daily Press Assn, 
meeting, Congress Hotel 
cago 


spring 
Chi- 


JUNE 


8-10 


8-10 


9-10 


10-14 


14- 


Nat'l Sales Executives—Chalfonte- 
Haddon Hall, Atlantic City, N.J 

Assn of Newspaper Classified Ad- 
vertising Managers, 33rd an- 
nual convention—Hotel Chase- 
St. Louis. 

Advertising Trades Institute’s ad- 
vertising essentials show—Hotel 
Biltmore—New York. 

Nat’l Business Publications, an- 
nual meeting—The Broadmoor 
—Colorado Springs, Colo. 

17 Int’l Graphic Arts Education 

Assn, Annual Conference on 

Printing Education—Hotel Stat- 

ler—New York 


14-17 Advertising Federation of Am.— 
annual convention—Statler Ho- 
tel, Cleveland 

wk of 14th Lithographers Nat'l] Assn—Edge- 
water Beach Hotel—Chicago 

21-25 Advertising Assn of the West— 
Annual Convention — Fairmont 
Hotel, San Francisco 

21-July 1 Nat’l Assn of Display Industries, 
“Christmas Conventions’’—Con- 
rad Hilton Hotel—Chicago 

22-25 Nat’l Industrial Advertisers Assn 
— Hotel William Penn — Pitts- 
bur; 

22-24 Newspaper Advertising Executives 

Assn—Somerset Hotel—Boston 
27-July 1 Nat'l Assn. Display Industries— 


Conrad Hilton Hotel—Chicago 


Advertising Requirements 
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Advertising 
Requirements 


* Send for these helpful selling tools 


readers’ 





Please Be Patient 
Something wonderful has hap- 
pened . . . we've been inundated 


with yellow cards. 
If you haven't received mate- 
rials you have requested through 


our Readers’ Service Dept., please 
be patient. We've received thou- 
sands of requests from AR read- 
ers. We've forwarded them as 
fast as possible, but we suspect 
that the suppliers are having 
trouble keeping up with the avo- 
lanche of requests. 





and newspaper standards for color print- 


ing. (Page 35) 


A few readers were so eager ing purposes. (Page 41) (Page 48) 
for their free materials that they fo eee 
mailed their cards without filling 7 a 
in their names and addresses. We * Piease print or type information below 
haven't figured any way of fill- ' Readers’ Service Dept. 
ing those requests. 
' 1405 SARE 
: Please send me the following: 
S01 /Circle on Readers’ Service card : 
Recommended Quality Standards on | 501 502 503 504 505 506 
B.0.P. Color Materials , COMPANY 
.. . informative manual of art, engraving ; 


§O02/Circle on Readers’ Service card 


506 /Circle on Readers’ Service card 
Cartoon ... An Exclusive Neo-Process 
Presentation. 

. . . two-color brochure describing cartoon 
lettering service. (Page 31) 


$07 /Circle on Readers’ Service card 


Graphic Scales Set 
. . » handy brochure describing advertis- 
ing production tools. (Page 32) 


S08 /Circle on Readers’ Service card 


Photoengraving Is Better 
. . . handy booklet containing illustrated 
talk on photoengraving. (Page 38) 


$O09/Circle on Readers’ Service card 


What Packaging Really Means 

. . - new booklet outlining basic psychol- 
ogy on consumer's attitudes and prefer- 
ences towards packaging. (Page 42) 


$10/Circle on Readers’ Service card 


Idea Book 
... illustrating hundreds of mailing labels 
of various shapes and sizes for advertis- 








507 508 509 510 511 512 
513 514 515 516 517 518 





519 520 521 522 523 524 





§11/Circle on Readers’ Service card 


Letter Gadgets with the Added Sales Pull 
. . . 32-page booklet containing illustra- 
tions and prices of direct mail gimmicks. 

(Page 45) 


§$12/Circle on Readers’ Service card 


The Lipette Line for 1953 
. . brochure featuring matchbook-type 
specialties for advertising purposes. 
(Page 45) 


§13/Circle on Readers’ Service card 


The Everdry and Permablot 
. . brochure describing two effective ad- 
vertising specialties. (Page 46) 


$14/Circle on Readers’ Service card 


Why They Won 
. . « illustrated brochure of match book 
award winners. (Page 47) 


515 /Circle on Readers’ Service card 


Signature Notebooks 
. . « information on personalized gifts. 


PRODUCTS SOLD 





ADDRESS 
-.. man direct f ' 
ordering ‘activated’ fils ae we 525 526 527 528 529 530 CITY & ZONE 
. en $31 532 533 534 535 536 ®Note inquiries for items listed 


SO03/Circle on Readers’ Service card 


Profitable Pointers on Selling by Mail 

. . . pocket-size booklet containing prac 
tical suggestions for improving direct mail 
promotions. (Page 26) 


804/Circle on Readers’ Service card 


Lithography Without Photography 

. . - 18page booklet containing samples 
of type styles and artwork by direct-image 
process. (Page 27) 


SOS/Circle on Readers’ Service card 


Langer Copy Counter 
. « « folder containing detailed informa- 
tion on copy counting device. (Page 31) 


—— 


Use these return cards 
for publications 
mentioned on this page 


Postage 


Will be Paid 


by 
Addressee 





not serviced beyond Aug. 15, 1 





BUSINESS REPLY CARD 
First Class Permit No. 95, Sec, 4.9, P.L.& BR, Chicago, IL | 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 

Chicago 11, Ill. 


953 





Advertising 
Requirements 


*% Send for these helpful selling tools 


516 (Circle on 


Readers 


Servic 


Readers’ 
Sewitce 


ice card 

Fishing for Sales with the Right Bait 
. match book advertising described in 
illustrated booklet (Page 48 


517/Circle on Readers 


Servic 


sara 


The Welcome that Never Wears Out 
4-page folder offering choice decals 


made 


518 


1 Readers 


Service 


f weatherproof, washable plastic 


Page 53? 
ig J 


y 


Ready-To-Stick Tapes for Marking. Label 


ing & Advertising 


handy folder showing use 


tising tape 


§19/Circle on Readers’ Serv 


ox adver 
Daca 


“J 


cara 


Introducing! New. Sensational Flor-Es-It 
... 4-page folder describing new fluores- 


cent lacquer 


$20/Circle on Readers 
For Women Only 


Page 


Serv 


‘> 


. &page folder describing new televi 


nif f » eori 
sion ium series 


Will be Paid 


by 
Addressee 





BUSINESS REPLY CARD 


| First Class Permit No. 95, Sec, 14.9, P. L. & B.. Chicago, IL 
j 





ae 
Pag 


ei 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill 


Readers’ Service Dept. 


1405 


501 502 503 504 505 506 
507 508 509 510 511 512 
513 514 515 516 517 518 
519 520 521 522 523 524 
$25 526 527 528 529 530 
531 532 533 534 535 536 





a 


$21 /Circle on Readers’ Service card 
Your Next Slide Film 

. Six ways to use slidefilms for training 
and promotion described in 8-page book- 
let (Page 63) 


$22/Circle on Readers’ Service card 


Viewlex Viewmatic Projection 
. 8-page folder offering information on 
automatic slide projector. (Page 64) 


$23(/Circle on Readers’ Service card 


Color Standards and Color Research 


. handy pocketbook of information on 
the “eternal problem of color.” (Page 66) 


§24/Circle on Readers’ Service card 


The Story of the Map That Reads 
. . colorful folder outlining maps with the 
three dimensional effect Page 67) 


528 /Circle on Readers’ 
File Assignment 

. folder containing details of 
raphy service. 


Service card 


photog 
Page 67) 
Page 


4 





® Please print or type information below 


— 


NAME 


TITLE 


“COMPANY 


“PRODUCTS SOLD 


“ADDRESS 


CITY & ZONE 


®Note inquiries for items 


listed 


not serviced beyond Aug. 15, 1953 


$26 /Circle on Readers’ Service card 
Caricatures for Entertainment 

. . illustrated folder of caricatures for 
business purposes (Page 69) 


$27/Circle on Readers’ Service card 
Flexichrome Process 


. 4-page folder explaining preparation 
of full-color art work. (Page 69) 


$28 /Circle on Readers’ Service card 
The Lacey-Luci 

... details of versatile visualizer described 
in brochure (Page 70) 


$29/Circle on Readers’ Service card 


10 Ways to Get Publicity At a Trade Show 
. . brochure containing basic ideas of 
exhibit operation and pre-show planning 
(Page 79) 


$30/Circle on Readers’ Service card 


Spacemaster Display Units 
... folder gives details of interchangeable 
display unit (Page 78 


§$31/Circle on Readers’ Service card 


Ivelite Exhibit Panels 
. six-page folder describing new Ivelite 
process (Page 78) 


§32/Circle on Readers’ Service card 
Another Flint Contribution to Fine Lithog 
raphy : 

. colorful brochure featuring Insta-Lith 
reproductions, (Page 81) 


§33/Circle on Readers’ Service card 


How You Can Buy More Color For The 
Same Money. 


split fountain techniques described in 
colorful folder Page 82) 


534/Circle on Readers’ Service card 


West Virginia Inspirations for Printers 
manual of ideas for the printing in 


dustry (Page 56 


§35/Circle on Readers’ Service card 
Elephant Hide 

... booklet illustrating range of colors and 
weights of new, imported parchment-like 
paper (Page 56 


536/Circle on Readers’ Service card 


Advertising Essentials Show 
. . details on the first in a series of semi 
annual advertising trade expositions. 
(Page 84) 


Sn 


Use these 
for publications 
mentioned on this page 


return cards 











SOON OOO LND ONO Oe Se Oe ee Se a 


for publications 


mentioned < this page 





Bebe? 
wy 


ati’ 70¢ LESS 


SSpreq)Does a better Job 


SMUDGE-PROOFS fv 


ARTWORK & 


WE PASS THE SAVINGS ON DIRECTLY TO YOU SPREY DOES A BETTER JOB ff 3S 


We want you to judge the merits of SPREY. See for ow Gur aie a eel eee eee 


the new push button fixative Clear ACRYLIC 


. ° Sprey Smudge-Proofs Artwork. Adds NEW 
yourself that it does a better job for less money. Send DIMENSION ond SNAP ro your wr whe protecting 
for 2 trial cans or order SPREY by the case (12 cans) on Crystal Clear ond or thot voy. ‘Will nt 
» yellow or affect delicate shodes. DRIES FAST. Does AEROSOL CAN 
for greater savings. necae cw teeecs cuneudn eee ama, Gocc 
9g J i) , a ies teem = we seit alnect - al r 
There’s no need to hesitate — no element of risk. only. YOU SAVE MONEY. Large 12 ox. a 
e e 2 for $3.00, 6 for $8.10 or 12 can case $15.00. 
SPREY is sold with 64s MONEY BACK GUARANTEE. Send aa and Pret 


We Pay Postage or We bill you (pilus postage). B7tai BLM ULL 
Order Sprey. You can’t buy o better fixctive. BBRMOUMIUA) 





You must be satisfied or your money will be refunded. 
Send for SPREY now. 


ACROLITE INTERNATIONAL, Dept. ARS 
12 Hollywood Avenue, Hillside, New Jersey 


2 cans (1 $1.50 per can $ 3.00 
6 cans (a $1.35 per can $ 8.10 
12 cans (1 $1.25 per can $15.00 


No XoyMni abs Wile) Teeter 


Name 


12 HOLLYWOOD AVENUE, HILLSIDE, N. J. _ 


City State 


ee ae 


———— a <n 








for premiums and promotions 


Want to coax a car to give its own sales pitch? 
Or sell cereal with a trip to Mars? 


The “idea” file at RCA Victor Custom Record Sales is bulging with 
exciting new sales promotion uses for records. 

Whether you are in the market for a fresh, new premium—or an extra 
kick in a promotion—a custom recording by RCA Victor with your 
special message can be a winner. Sound sells—and a long list 

of success proves it! 


But that just starts the story. Engineering experience, facilities, 

service and price are all just as important as ideas. By all means, investigate 
any of these points. You'll find RCA Victor prepared to do a 

complete job of unmatched quality—at a price that’s right. 


RCA Victor is now producing, on a custom basis, everything 

from 612” Spinners to 16” transcriptions—78's, 45’s, LP’s and EP's, 
too—for a blue chip list of merchandisers. Script-writing, recording, 
re-recording, processing, pressing, 


packaging and shipping services 
are all available. 


But fear the story with your own ears. Send for free record that tells you 
of actual success stories about the use of records as premiums and 


promotions. Mail coupon today! 


pk MAB TEU A ana gy: 
- 
a 


~~ E70P GAWKIVG,.. AND 
Look army UPHOLSTERY /. 


Custom Record 


Radio Corporation of America RCA Victor Division 


eee 


WS MASTER S VOICE 


New York Chicago Hollywood 


eee 
Cee OOOOH SHOSHSHSHHHEEESEESESEHSEHOOOOOE 


meee ae ae ae ee 


glt 5 
B o>: o 


a 


TRIPS 


A recorded trip to the moon, or 
a trip to the Wild West. . 
should help “ kids’ 
suits, Why not? 


move” shoes, 


cereals. 


A smart travel bureau which offers 


a record of foreign phrases 
with a ticket to Europe might put 
competition out of business! 


RCA Victor Custom Record Sales Dept. R-50 
630 Fifth Avenue, New York 20, New York 

Rush me by return mail your free record and 
descriptive “idea” folder on the effective use 
of records as: [] premiums [] promotions 
NAME 

TITLE 

FIRM 


ADDRESS 


. or asong 


eee ees ee ee ee ee ee ee ee ee 





